











@ HEAT DIRECTION REGULATOR 
CONTROLS DIRECTION OF HEAT 
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MOUNT OF HEAT FOR MILD WEA 
TURNING FLAME LOW OR USING ON 
OR TWO BURNERS. 
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New TWO-WAY BOSS Heater 


HEAT CONTROL FOR ANY CLIMATE 


For your share of profitable volume THE BOSS LINE OF HEATER-COOKERS AND HEATERS 


heater business—order today. The No. O8-5iJ — Heater- No. OB - 2J — Heater- No. OA-2J — Heater - Cooker. 
Cooker. No. O8-5iH— Cooker. No. OB-2H— It heats—it cooks—it bokes! 


merchant who has the goods when 


people want it will command the 


business. Assure your own ability to 
satisfy your customers—insure your 


sales and profits—by ordering early. 
Heater. Equipped with Heater. Equipped with 
one "'Blu-Hot,"’ adjust- two "'Blu-Hot" adjust- Equipped with two “Top-Speed"’ 
able wickless burner. able wickless burners. long chimney, wick burners. 








Tomorrow's design in 
today's product 


The 1942 line is complete covering every 
price range. It is compact, enabling the 
jobber and retailer to reduce stockkeep- 
ing units. Result—faster turnover, fewer 
markdowns. 


Tough electro hardened blades, forged 
from finest cutlery steel, tempered and sharp- 
ened by the finest craftsmen in the small tool 
industry, combined with the sleek, colorful 
streamline handles, produce the ultimate in 
cutting quality and eye value. 


An attractive all-metal store fixture is fur- 
nished to merchants who stock and display 
True Temper shears. 


Properly displayed, True Temper shears 
invite and almost demand that the customer, 
who appreciates fine tools, pick them up 
and fry them. The fee/ of the handle—the 
balance of the tool—and the sing of the per- 
fectly tempered blades, tell him the shears 
are True Temper and the sale is made. 


Over 15,000,000 copies per issue in lead- 
ing magazines are telling consumers of the 
leadership and value of True Temper prod- 
ucts. Known values bring customers to your 
store to buy. Satisfied customers tell their 
friends. Prepare now to meet the growing 
demand for True Temper products. 


For additional information, write the 
Makers of TRUE TEMPER PRODUCTS, 
Cleveland, Ohio. 


TRUE TEMPE TEMPER 


ProouctTs 
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BAITS 
SHOVELS ° FISHING RODS AND 
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Myers Hay and Grain Unloading Tools are a natural for 
summer selling. Feature them through the harvest season. 
Display prominently in your windows and out on your 
sales floor—they will sell themselves. 


Myers Hay and Grain Unloading Tools are designed to meet py day de- 
mands. With farmers short handed as defense industries reach out for more 
workmen the exceptional service features they offer .. . insuring fast, easy, efficient 
handling with a minimum of extra help... are sure to be appreciated. 


Myers complete line makes it easy for live dealers to meet today’s harvest needs 
profitably. Sturdy and dependable, Fork and Sling Unloaders, adjustable to fit all 
standard makes of steel tracks and furnished with four or eight wheel trucks for 
rapid time and labor saving service .. . Grapple, Har n and Nellis Forks in all 
stagdard styles and sizes... Slings... Pulleys... Track and Fixtures ... everythin 
any dealer needs for extra Harvest Profits . . . all in the Myers nationally advertised, 
quality built line. 


Display Myers Hay Tools prominently by keeping Myers Display Stand out in 
front fully trimmed. Watch the interest they create. 


We anticipaied today’s heavy demand for Haying 
Tools. Have you? If not, write or wire your orders now. 





Take Off vour-Hat: = 








ASHLAND, OHIO 

















i uvens 2 THE F.E.MYERS & BRO. CO. 






For Quick Sales and Profits... 
Display Myers Hay Tools Now! 


Everybody Rao’ | 
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House Beautiful Suggests: 


A REMEDY 


for doors that won't work! 


Monthly distribution of 
HOUSE BEAUTIFUL 
among home owners 

over 280,000 
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Ina recent issue of HOUSE BEAUTIFUL 
appears a series of constructive sugges- 
tions under the title “When Windows 
and Doors Won’t Work”. We repro- 
duce an important part of it above. 

Nothing can cause more annoyance 
to a home owner than a warped door. 
You are the one who should warn the 





builder and owner of the grief to come 
if two butts only are used. Your reward 
...a 50% increase in butt sales. 

We are doing our part through 
national advertising to influence 
builders to standardize on “Three Butts 
To A Door’. The Stanley Works, 


New Britain, Connecticut. 


STANLEY 


Trade Mark 


REMEMBER — THREE BUTTS TO A DOOR 

















The 
Efficiency 


Twins 
Nos.900 and 901 National Garage Door Sets 


XACT counterparts, both in looks and in the modern manner in which they 

manipulate garage doors. A slight lift on a handle and the doors glide swiftly 

up to a safe parking space overhead, where they are completely out of the way, 
leaving the entire floor area below available for the use of the car. 





The No. 900 Door Set has been winning admiration and favorable comment every- 
where for its modern streamlined efficiency, and now the No. 901 has been added 
to the extensive National Line of Builders’ Hardware. 





The No. 901 is an exact duplicate of the No. 900 in design and style but is made 
in one size only, to fit ope nings 8 feet wide by 7 
feet high. On this particular set the doors can be 
furnished either with all plywood panels or with 
unglazed openings ready for the installation of the 
elass by the customer. Holes are drilled for bolts 
and screws, but the hardware is packed separate ly 
instead of being mounted in place. This saving in 
manufacturing cost is passed on to the trade in 
offering the No. 901 at a lower price but sacrific- 
ing none of its fine construction features. 






Below — special 
closing feature 


Ab —not / . ° ° P 
rebbeted joint Many of your customers will be interested in this 


attractively priced set which requires a trifle more 
installation time than the popular No. 900 
Door Set with hardware mounted and doors 
furnished fully glazed. Either set is a real 
value for the money. 





Write today for full particulars 


NATIONAL 
MANUFACTURING CO. 


STERLING - ILLINOIS 








Exterior view of National-equipped garage doors 
Ample space above car 
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How to be sure about 


FLUORESCENT LIGHTING 


1. Get Certified Fixtures. MAZDA lamp manufacturers set up 
50 rigid specifications for better light and better service 
under which Fleur-O-Lier fixtures are tested. Certification 
is by world-famous Electrical Testing Laboratories of New 
York City. 


2. Get Guaranteed Fixtures. Fleur-O-Lier fixtures are guaran- 
teed by their manufacturers to be free from any defects in 
material, workmanship or assembly for 90 days. See 
guarantee above. 


3. Choose from a wide variety. Be sure that the fixtures you 
buy fit your specific needs. There are over 100 different sizes 
and designs of Fleur-O-Liers available for your selection. 


4. Get competent advice. Fluorescent lighting will serve you 
best if it is properly installed. Ask your local lighting 
company for suggestions on how to get the most out of 
your investment in fluorescent. 


And when you buy fluorescent fixtures insist that 
they carry the FLEUR-O-LIER tag at the right. 


FLEUR-O-LIER 
Manufactures 


Participation in the FLEUR-O-LIER MANUFACTURERS’ program is open 
to any manufacturer who complies with FLEUR-0-LIER requirements 
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For your protection 


FLEUR-O-LIER Fixtures 
are Tested and Certified on: 


Efficient lighting performance. 
Dependable ballasts and starters. 
Durability and safety. 

Minimum flicker. 

Ease of maintenance. 


High power factor—85% or more— 
and 44 other rigid specifications. 





It identifies Tested, Certified, 
Guaranteed FLEUR-O-LIERS 








TEAR OUT AND MAIL 
Fleur-O-Lier Manufacturers + 2142 Keith Bldg, Cleveland, Ohio 
Please send me FREE new booklet “50 Standards 
for Satisfaction,” together with list of Fleur-O-Lier 
manufacturers. 
Name 


Address 

















Your only source of complete, authentic, 
easy to read information on all phases of 
Builders’ Hardware. 





BUILDERS 
HARDWARE 
by 


« w BROW NEEE 


vpo 


The Official text bookof the American Soci- 
ety of Architectural Hardware Consultants. 


Society's Insignia 





If you are one of the many hardware men who have alwa>- 
wanted to know more about Builders’ Hardware—and how to make 
more profit from its sale—but could not, because of the lack of 
information on this subject—“TAKING THE MYSTERY OUT OF 
BUILDERS’ HARDWARE” is the book for you. 


You will get the benefits of the author’s, Adon H. Brownell, life- 
time experience in successfully selling, buying and manufacturing 
Builders’ Hardware. You will be shown how to quickly and easily 
set up a Builders’ Hardware department capable of servicing all the 
needs of your community from the average home to schools. hotel-. 
office buildings, churches, apartments, etc. 


You'll also be shown how to read blue prints, and to specify job-; 
how to work with property owners, contractors and architects; how 
to use Builders’ Hardware to increase sales in your other depart- 
ments. This book will bring you all you need to know about this 
profitable, basic hardware line. 


, 
The experienced Architectural Hardware Consultant will want this 
book for its use as a handy reference work. The beginner will want 
it as a text book to use as the only complete home study course in 
this subject ever published. 


Your clerks, too, should have this new book. They will become 


more valuable to you and more valuable to themselves by reading 
and studying it. 


maAtTL 


HARDWARE AGE 
100 East 42nd St., New York, N. Y. 
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Please send me 


Brownell. 
NAME FIRM 
ADDRESS CITY 








USE THE BOOK 
THE EXPERTS USE 


Everything You Need to Know 
About BUILDERS’ HARDWARE 


HOWARD MacCARTHY, Jr., president says: 


“It gives me great pleasure to advise you that the 


board of directors of the American 
Society of Architectural Hardware 
Consultants have unanimously voted 
to adopt Adon Brownell’s book ‘Tak. 
ing the Mystery Out of Builders’ 
Hardware’ as the official text 
book of the Society.” 





Here are some of the features and 
profitable ideas in this book that will 
mean more dollars for you! 

220 pages—page size 8!/2 x II'/ inches— 

cloth bound to withstand hard usage. 

How to bring prospects into your store. 

Suggestions on making bids that will mean 
more sales and profits to you. 

How to cash in on the sale of replacements 
and "follow-up" items. 

A wealth of specific information on equip- 
ping public buildings. 

Nine comparative charts which show you how 
to match different items. 

A working Blue Print, size 25 x I1!/2 inches, 
Glossary of more than 300 Technical Build- 
ers' Hardware Terms, Cross Reference In- 
dex, etc. 








Over 600 Illustrations, Charts and Diagrams 





ORDER YOUR COPY NOW 


Prepare yourself for the opportunities « 
thorough knowledge of Builders’ Hardware 
offers you to increase your earning power. 


GOOD BUILDERS' HARDWARE MEN ARE SCARCE. 


TODAY 


copies of “TAKING THE MYSTERY OUT OF BUILDERS’ HARDWARE” by Adon H. 
I will pay the postman $3 each, plus a few cents postage. (Canada and Foreign Countries $3.50.) 


STATE 


(] Check here if you enclose payment, in which case we pay postage. 
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Here's Beauty and Quality to Sell 


in the NEW FENCE CE MARKET! 
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feo year there’s a NEW fence market 
in which you can sell easily and profit- 
ably. Increased congestion of population 
in urban centers, general housing con- 
struction expansion, multiplied traffic 


conditions, enforced dog quarantines... 
all combine to make fencing of private 
property for protection, as well as beauti- 
fication, almost a necessity! People are 
and they want strong, 


YD 
Pittsburgh WELDED LAWN FENCE 


buying fence... 
serviceable, easily erected fence that 
safe-guards life and property yet 
adds beauty as #t protects. 





1941 
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Pittsburgh Welded Lawn Fence exactly 
meets their needs, for only Pittsburgh 
offers such a combination of features: 


aes 
| 
)} 
J, 


1. Strong overlapping top scrolls of graceful 
beauty and greater strength. Wires cannot 
push down or pull out. 

2. All joints securely welded; fence retains its 
attractive design. 

3. All heavy gauge single wires (no twisted 
strands of light weight wires). 

4. Special rust resisting copper-bearing steel 
for fence purposes, of heavy gauge, with 
protective zinc coating. 

5. Ornamental curves throughout — no deep 
injurious crimps. . 


Your customers will want this superior 
Lawn Fence on sight. Cash in on this 
expanding market now! Write for full 
particulars about this and other Pitts- 
burgh Lawn, Farm, Poultry, and Indus- 
trial Fences and Close-Mesh Welded 


Fence Fabrics. 


PITTSBURGH STEEL COMPANY 


1621 GRANT BUILDING PITTSBURGH, PA. 
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Tx growing shortage of skilled mechanics is stirring up the amateur ranks. 
. .» Householders, car owners, truck owners and the like making their own 


repairs. . . . Ambitious youths self-training themselves in the use of tools 
. .. shop workers equipping home work-benches! 
Yes, “basement industries” are “on the up” . . . an increased outlet for 


feels and other hardware items. Especially files . . . both in numbers and 
im Variety. You can stimulate the movement by displaying Nicholson or 
Black Diamond files . . . aided by a few well-worded signs. 

These files are the pride of the mechanic who knows; and the choice of 
the not-so-sure customer who relies on advertised brands. Through persistent. 
widespread advertising. “Nicholson” has become the best known name in 
files. Through uniform high quality, these brands keep the friends they 
make. Which means a growing patronage for the dealer who makes them 
his leaders. Your jobber will help you make up the right assortment. 


NICHOLSON FILE CO., PROVIDENCE, R.1., U.S.A. 


(Also Canadian Plant, Port Hope, Ont.) 
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AMERICAN CHAIN * 






















@ Why don’t you take the short cut to chain profits? You'll 
find it easy to cash in. Start with the 3 favorites shown here. 


Give some of your window space to No. 203 Handy Chain, 
American Chain Tested Welded Coil Chain, and Tenso Dog 
Runner Chain. 


Display these chains on counter or table. Mention them to 
your customers. Boost these pacemakers and they'll speed up 
sales of other chains, fittings and allied hardware items. 

Summer’s the season to move chain in quantity. For ex- 
ample, Elwel No. 203 has nine major uses. 


In addition to the 3 leaders investigate these profit makers 
for the coming month: 


2-0 Tenso Well & Swing Chain—2Z50 Ft. Carton 
ACCO No. 8 Sash Chain 

Tenso Porch Swing Chains 

Elwel Coil and Machine Chain 

Weed Bull Farm Tractor Chains 


Ask your wholesaler about American 
Chain items that sell especially well in 
Summer. 







AMERICAN CHAIN DIVISION 


YORK + PENNSYLVANIA 






AMERICAN CHAIN & CABLE COMPANY, Inc. 


f» ESSENTIAL PRODUCTS ... AMERICAN CABLE Wire Rope, TRU-STOP Emergency Brakes, TRU-LAY Control Cables, AMERICAN Chain, 

WEED Tire Chains, ACCO Molleable fron Castings, CAMPBELL Cutting Machines, FORD Hoists and Trolleys, HAZARD Wire Rope, 
J Yacht Rigging, Aircraft Control Cables, MANLEY Auto Service Equipment, OWEN Springs, PAGE Fence, Shaped Wire, Welding Wire, 
READING-PRATT & CADY Valves, READING Electric Steel Castings, WRIGHT Hoists, Cranes, Presses... In Business for Your Safety 
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Defense Strikes:— 


Ever since the United States em- 
barked upon the National Defense 
Program it has encountered a se- 
ries of strikes which have curtailed 
the progress that is vitally needed 
if the program is to be completed 
as planned. The Federal Govern- 
ment has not minced words in 
telling management that national 
defense was an “all-out” project. 
and that if cooperation was noi 
given voluntarily other means 
would be adopted so that nothing 
would impede the defense program. 
Washington was not so_ positive 
nor as threatening in its attitude 
toward organized labor. Govern- 
ment spokesmen, not hampered by 
any consideration of the econom- 
ics involved, have talked glibly 
about raising wages without rais- 
ing prices. In many places, plants 
engaged in defense production 
have been shut down. causing 
other factories to follow suit 
and, in an alarming measure, de- 
fense production has bogged down 
because of strikes. Too often, 
these strikes were fomented by 
radical minorities respecting nei- 
ther union contracts nor patriotic 
impulses—trusting to strong arm 
tactics, by means of which an or- 
ganized minority could bluff and 
bully men who wanted to work to 
such an extent that they were un- 
able to work. It seems incredible 
that Americans who want to work 
are not permitted to do so because 
such trouble-makers can picket 
and intimidate them to the point 
where they will not or cannot en- 
ter the premises where they are 
employed. Appeals to local, coun- 
ty and even state police have not 
brought relief. It almost seems as 
though our normal police struc- 
ture has fallen down—either that 
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or politicians fearing labor vote 
reprisals have prevented proper 
police action. At what might weil 
be termed “long last” the United 
States Army was called into action 
at the North American aircraft 
plant in Inglewood, Cal.. and work 


was resumed. 


aes 
“Take Over?” — 
According to many of the news 
reports, some of them quoting offi- 
cial spokesmen, the Army “took 
over the North American plant 
and would remain in control until 
order is restored.” A bewildered 
citizenry wondered if this might 
be the start of socialism and the 
tearing down of our American sys- 
tem of free enterprise. Recognized 
labor leaders repudiated this par- 
ticular strike and partially ap- 
proved Government intervention. 
But when the excitement subsided 
tax-paying Americans, both in the 
ranks of management and labor. 
decided that the Army’s function 
was solely to supplement inade- 
quate police protection and shouid 
stop at that point. It is the Army's 
job to see that men who want 
to work (and they were in the 
great majority at the North Ameri- 





can plant) are permitted to do 


so without bodily harm and that 
as citizens they can come and go 
from work to their homes physi- 
cally unmolested, and that their 
families are protected from  vio- 
lence. To that extent, most intelli- 
gent people approve the entry of 
the soldiers into the North Ameri- 
can strike situation. Technically 
that is probably all that their offi- 
cial orders called for under the 
emergency conditions that now 
exist. Nevertheless, a far greate1 
implication was conveyed by the 
reports that were circulated via the 
radio and the newspapers. As yet. 
I have not seen any official denial 
that would set at rest any such dis- 


turbing impressions. 
Everybody’s 


Problem:— 


The real answer to this problem 
is not to be found by employing 
soldiers to quell disturbances here 
and there when a specific strike 
situation gets beyond the control 
of local police. What is really 
needed is an aroused citizenry that 
recognizes strikes on defense work 
as a national issue. as everybody's 
problem akin to mutiny in the 
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Navy or rebellion in the Army. If 
and when that time comes public 
office holders will stop kow-towing 
to every whim of organized labor's 
radical minority and labor unions 
will in self-defense purge their 
own ranks of disturbing elements. 
And ther our defense program will 
go forward at a pace which is typi- 
cal of American ingenuity and 
capacity. 


Wholesalers and 
Retailers:— 


In the more normal past whole- 
salers and retailers have been in- 
clined to consider such problems 
as purely industrial headaches, 
something for manufacturers to 
worry about, a possible inconveni- 
ence and nothing worse. Distribu- 
tors can no longer take such a 
detached view of strikes, particu- 
larly distributors of hardware and 
allied products that are so closely 
woven into the needs of the Na- 
tional Defense Program. Many of 
the items common to a hardware 
stock are already difficult to ob 
tain because they are prime essen- 
tials in defense and are needed in 
such quantities that existing pro- 
duction facilities are overtaxed. 
Practically all hardware store lines 
are fabricated from materials on 
which defense priorities may be 
expected. Certain metals needed 
for hardware are already under 
priority control, and every time a 
strike ties up defense work there 
is a further threat to hardware 
wholesalers and retailers that more 
shortages on non-defense merchan- 
dise can be expected. Defense 
needs are going to have first call, 
both on materials and finished 
products, and, until such a time as 
adjustments can be made, non- 
defense requirements will neces- 
sarily receive secondary consider- 
ation. Only when the defense pro- 
gram is actually under way can we 
expect any relief from present and 
threatened future shortages on 
merchandise to be sold for other 
than defense needs. For that rea- 
son, every strike in a plant working 
for defense has a direct bearing on 
the future of every hardware 
wholesaler and retailer and cannot 
be dismissed as a problem of in- 
terest only to producers. Another 
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angle of vital concern to retailers 
is that every strike lessens local 
buying power of consumers and 
robs a retail community of a defi- 
nite and serious amount of busi- 
ness. And, at the moment of even 
greater importance, all such strikes 
seriously threaten the ability of 
our nation to properly prepare for 
possible international trouble. 


Collective 
Bar gaining :— 


These comments are not to be 
construed as an attack upon the 
principle of collective bargaining 


properly directed it could be a 
constructive factor in our social 
economic progress, but only under 
the leadership of men competent 
and willing to assume some re- 
sponsibility for their actions and 
the actions of the members of their 
organizations. Such responsibility 
must include an accounting of 
funds, observance of contracts, 
more equitable mediation facilities 
and an honest recognition of the 
mutual problems involved between 
management and labor. There 
must also be a recognition of every 
man’s inherent right to work, with 
or without union membership, as 


opposed to the closed shop idea, 


which today amounts to a strangle 
hold which too many unions enjoy 
even if it were desirable, to cur- to the current detriment of the 
rently oppose either factor in our = defense program and which, if 
scheme of living. Collective bar- allowed to continue unchecked, 
gaining is here to stay and will may prove the ruin of our Ameri- 
probably increase rapidly. If — can way of living. 


nor as opposition to the union- 
ization of workers. It is futile, 





The Aluminum Situation 


A’ present, there is no shortage of aluminum for national defense, 
although civilian applications have been materially curtailed. This 
reduction in civilian uses has affected many of your readers who have, 
because of the pressure for defense demands for aluminum, been forced 
to accept substitutes for the duration of the war. We appreciate the 
spirit in which they have cooperated with us. 

Just how long we will be able to say “There is no shortage of aluminum 
for national defense” is problematical. There may be a shortage next 
month, in six months, in a year. It depends largely on plane production, 
not only for the United States but for Britain as well. According to a 
recent announcement by W. S. Knudsen, the expanded plane program 
will require an annual production of 1,600,000,000 pounds of aluminum. 
The best available estimates indicate that this is more aluminum than 
the whole world produced last year. 

Aluminum production in the United States during 1939 was 327,- 
000,000 pounds. Domestic production at present is at the rate of nearly 
600,000,000 pounds annually, and by July, 1942, will reach 825,000,000 
pounds a year. Until recently, Aluminum Company of America was the 
sole producer of primary aluminum in this country, and by July of 
1942 it will have completed a national defense expansion program which 
will more than double the production built up over a half century of 
operation. In 1942, the company’s production of new metal will amount 
to more than 720,000,000 pounds; and to reach this production, as well 
as to expand fabricating facilities, the company will have expended 
$200,000,000, ali of which it is financing itself. 

The forging capacity in the plants of Aluminum Company of America 
has been increased approximately 175 per cent; extruded shapes capac- 
ity, sheet capacity, and tubing capacity have in each case been more than 
doubled; while wire, rod and bar capacity is up 130 per cent, and sand 
casting capacity is now approximately 200 per cent more than it was at 
the start of the war in September, 1939. 

—Douctas B. Hosps, 
Aluminum Company of America, 


Pittsburgh, Pa. 
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lhe Rope You Can Trust 





HOW WOULD YOU IMPROVE THIS MODEL? 


Above is the Salesmaker as it now looks. Its outstanding 
benefits are: (1) Brings rope out of the basement on to the sales 
floor; (2) Reminds prospects to buy rope; (3) Automatic mea- 
suring gauge accurately measures rope—no more yardsticks! 
(4) Cutting knife cleanly cuts rope —no more hatchets! 
(5) Selling time cut from 10 minutes to 2 minutes. 

Sold for half price ($7.50 f.0.b.) to retail dealers who stock 
and push the sale of Plymouth Rope, the Salesmaker is guar- 
anteed to increase rope sales 25% or more—or money back. 

Hundreds of dealers report the Salesmaker increases profit 
and sales 25% to 300% — it’s that good! But we want to make 
it still better. You tell us how—and win a handsome prize. 


PLYMOUTH 


The Rope you can Trust 


to put MONEY in your pocket 
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WIN CASH! Help Plymouth Plan New 1942 


Salesmaker Model! 


SEND YOUR SUGGESTIONS FOR 
IMPROVING PRESENT MODEL— 





WINNERS GET THESE PRIZES! 


Ist PRIZE $50.00 
2nd PRIZE. . . ... . . $25.00 
MG PRIZE. 2. 2 ns 2 0 o « OOD 
4th, 5th, 6th, 7th, 8th, 9th and 10th PRIZES 


FREE SALESMAKER 


(Or if you have one, $7.50 cash) 














FOR EXAMPLE: Consider the top panel. Should it remain 
as shown at left? Or should either the picture or the sales message 
be changed? What can you suggest? Remember, it needn't be the 
exact words—what we want are merchandising ideas. 

Consider size. Now it’s 5 ft. high, taking only 31’ x 16” of floor 
space, carrying 12 sizes of rope from 14” to 1’. Would another 
size fit your store better? What size? 

Consider the automatic measuring gauge. Now it’s at back. 
Should it be moved to front? If so, why? 

Or perhaps you have a Brand New Slant. Send it in. Maybe it’s 
a $50.00 cash idea. 


ALL HARDWARE DEALERS ELIGIBLE. Literary style not 
necessary. Plain, hard-headed merchandising ideas to make the 
1942 Model Salesmaker better—that’s what we want. Each idea 
submitted will be rated as a separate entry. 


CONTEST CLOSES AUGUST 1, 1941. HURRY 


PLYMOUTH CORDAGE COMPANY 
NORTH PLYMOUTH, MASSACHUSETTS 


The following idea (or ideas) for improving the Salesmaker are en- 


tered in the Plymouth Cordage Contest closing August 1. 














If ideas are submitted on separate sheets, check here) 
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By KENNETH A. HEALE 


Associate Editor 


of Hardware Age 


How to Merchandis 





Kine home or 


apartment equipped with electric- 
other a 


ity is at some time or 
place where an electric vacuum 
cleaner may be sold. Estimates of 
the National Electrical Manufac- 
turers Association and the Edison 
Electric Institute that 
there were 25.537.000 residentia 


indicate 
and farm subscribers to 
service in this country as of Dec. 
31, 1940. The latter organization 
also estimates that as of the same 
15,000,000 elec- 


cleaners in use in 


power 


date there were 
tric vacuum 
the United States. 

At present, many of the 15.- 
000.000 or more units are obso- 
lete and in need of replacement. 
giving the wide awake hardware 
dealer a real opportunity for the 
sale of tank or floor cleaners as 
well as hand cleaners. The Vacu- 
um Cleaner Manufacturers’ 
ciation’s estimates that a 
total of 746,186 units was sold in 
the first four months of 1941, com- 
pared with 614,690 units in the 
The total 


Asso- 


show 


same period of 1940. 
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Every electrified home in your 


trading area is a prospect for 


the sale of a vacuum cleaner at 


some time. Some have never had 


machines—others 


number of vacuum cleaners sold 
in the United States in 1940 was 
1.743.443 units. The average re- 
tail selling price of the electric 
floor cleaner is around $54. 
The cleaner has for 
long been known as a household 
Therefore, in order to 


vacuum 


necessity. 
sell cleaners to new users, or for 
emphasis 


replacement purposes, 


must be placed on the greater econ- 
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“A Brooklyn, N. Y., store shows a 
cleaner in a display window on 
a carpet which is half soiled 
and half clean. Such a display 
always stops the ladies.” 


omy, increased efficiency and con- 
venience of newer models. 
Harpware AGE presents on 
these number of tested 
ideas for selling electrical vacuum 


pages a 


cleaners and keeping them sold. 





need new units 


These ideas are applicable to the 
sale of floor models or tank mod- 
els and, in some instances, to hand 
cleaners. 


Here’s How to Sell ’Em! 


1—Feature the economy story. 


Show the housewife how the 
modern cleaner saves money. Be 
able to tell her the cost of oper- 
ating the machine in terms of local 
Point out to her 
that with a modern cleaner she 
will need the services of a cleaning 
woman for fewer days, or may 
even be able to dispense with such 
an employee. Translate this into 
savings and you have a real sales 
argument. In the case of a home 
with servants, emphasize the fact 
that your new cleaners will do a 
better job. 


current rates. 


2—Show cleaners near the 
door. 


All merchandise cannot be dis- 
played near the entrance to the 
However, it is highly de- 
sirable to show cleaners in such 


store. 


a position from time to time. A 
New Jersey store shows several 
hand and other models—a total 
of 11 units—near the entrance. 
Each machine bears a price card 
and the display is illuminated. The 
display shelves are at different 
levels and are finished in red while 
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the background is cream colored. 
Several jars of different types of 
dirt and a strip of carpet on the 
platform permit salesmen to make 
convincing store demonstrations. 


3—Display cleaners on a rug 
in a window. 


A hardware store in Brooklyn. 
N. Y., shows a vacuum cleaner in 
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“The surest way to really know 

the potential vacuum cleaner 

market in your trading area is 
to make a survey.” 


a display window on a carpet 
which is half soiled and_ half 
clean. Such a display always stops 
the ladies. In the space of three 
days four people entered this store 
just to inquire about the particu- 
lar model featured. Two of them 
made immediate purchases while 
a third bought a cleaner several 
days later. A sign telling some of 
the features of the cleaner, but 
not the price, was included. It is 
desirable in such a display to at 
least indicate the price range of 
cleaners offered. 
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4—Offer repair service. 

Repair service on any electrical 
appliance is an excellent way of 
obtaining leads for replacement 
sales and for sales to new users. 
This is particularly true in the 
case of vacuum cleaners. When a 
woman inquires as to the cost of 
having her obsolete cleaner put in 
working condition, a suggestion 
that a new one might give more 
satisfactory results may often re- 
sult in a sale. 


5—Permit trade-in allowances. 


Advertising in windows, and by 
other means, the fact that your 
store makes some allowances on 
old cleaners appeals to the thrift 
instinct of the average housewife. 
A window with obsolete cleaners 
which have been accepted on trade- 
in deals is a good attention-getter. 
Such a window would be even 
more effective if one of the deal- 
ers best selling units were shown 
in the center with a talking card 
indicating its price and various 
features. 


6—Note customer's interest in 
cleaners. 

A mid-western hardware deal- 
er, who does not permit cold can- 
vassing on appliances, has his 
salesmen note interest on the part 
in various appli- 
Interested 


of customers 
ances. 
later asked by ‘phone if they will! 
permit a home demonstration on 
appliances which can be effec- 
tively demonstrated in a home. 
Vacuum cleaners are items partic- 
ularly suited for demonstrations. 


prospects are 


Moth gassing attachments can be 


particularly well demonstrated by 





gassing at least one closet in the 
prospect's home. 
7—Talk quality. 

An lowa hardware dealer has 
his men talk quality whenever dis- 
cussing appliances. He says, “We 
talk quality and tell people that a 
dollar won't buy a dollar and a 
quarter’s worth of merchandise. 
We feature the size and reputa- 
tion of the manufacturers.” 


8—Use mass window displays. 

From time to time feature a 
mass display of cleaners in one of 
your windows—tank, hand and 
floor models, together with their 
accessories and attachments. The 
of large price cards is 
Even 


display 
desirable for each model. 
in a mass display, the previously 





“Have the person making the de- 
livery demonstrate the use of 
the machine and its accessories.” 


mentioned “stunt” of the partly- 


cleaned rug is effective. 
9—Survey your territory. 
The surest way to really know 


the potential vacuum cleaner or 


17 








any other appliance market in 
your trading area is to make a 
survey of your territory. This can 





“Some hardware dealers insist 

that payments be made at 

their stores as a means of 
building up traffic.” 


be handled by a woman specially 
hired for the job or by one from 
your own staff. You can also hire 
high school youngsters to make 
the survey. Simple forms which 
list the types of appliances and 
check whether or not the homes 
have those items are the best kind 
to use for such surveys. At the 
same time, it is a good idea to 
find out which appliances in each 
house are not working satisfac- 
torily. This results in leads for 
repair business and replacement 
sales, as well as for sales to new 


users. 


10—Demonstrate when you 
make delivery. 


When a new cleaner—regardless 
of the type—is delivered to the 
customer's home be sure to have 
the person making the delivery 
demonstrate the use of the machine 
and its accessories. If your rep- 
resentative makes sure that the 
buyer fully understands the equip- 
ment you will create considerable 
good will. 


11—Check back on the 
cleaner. 


After the customer has had her 
new cleaner for a week or two 
have someone call on her to see 
if she is thoroughly pleased with 
its operation. This policy has 
been adopted by an eastern hard- 
ware store and has helped furnish 
that store many leads which have 


resulted in the sale of cleaners to 
other women. 


12—Offer time payment sales. 


As in the case of other larger 
units of sale, permit good credit 
risks to purchase cleaners on time 
payment sales, whether you finance 
the sale or handle it through some 
financing agency. Some hardware 
dealers who handle paper through 
finance groups insist that pay- 
ments be made at their stores as 
a means of building traffic. 


13—Canvass your territory. 


In some sections house-to-house 
canvassing is definitely frowned 
upon or even forbidden. How- 
ever, some hardware stores find 
that such canvasses have been pro- 
ductive of many sales. Such can- 
vasses are particularly efficient 
in new residential sections, par- 
ticularly those attracting former 
apartment house dwellers who 
move into their new homes with 
a minimum of equipment. 
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* OH | DONT WANT To BUY IT, —BUT IVE BEEN 
JUST DYING TO TRY ONE ON ” 
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Sales of the Firm’s Major 
Appliances Skyrocketed 


i. of major ap- 


pliances skyrocketed at the Swan 
Hardware after this merchandise 
had been displayed along two 
main traffic aisles on the first floor. 
Gains ranging from 200 per cent 
to more than 1000 per cent over 
the preceding month were re- 
corded by this Marietta, Ohio, 
firm during the eight months that 
the department has been in the 
new location. Over 400 appli- 
ances of all types were sold. 

“We never quite realized how 


Ranges of all types are displayed 

along the other main aisle. The 

department is in the central front 
part of the main floor. 
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When the Swan Hardware moved 
its display to the main floor 
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Get A Year's Supply of Rinse 


FREE 


With Every Washer Seid Saturday 








OPEN HOUSE TILL 9 P. M. SATURDAY, FEBRUARY 22nd 








ALL DAY SATURDAY 
Tee eng ae omer 








FREE DOOR PRIZES FAVORS DEMONSTRATIONS SATURDAY 
See ws make coffer. Taste it, Silex Coffee Maker st $2.00 savings. $4.45 valee ently $2.95 ONLY 
Thermostatic ‘ ontret irener with Table 199) value 
Specials All Over the Store. Ironing Board Value $1.60 San $3.45 G. E. Iron 
Wm A. Rogers, Oneida Lid. Sitver Iniand 26 piece set im case. V alee $19.95 ently $9.95 Only 
It Pays to Buy at D. M. Winans $1.49 


2s |SWAN HARDWARE) == 


Phone 923 














Newspaper advertisements offer customers many inducements to 
visit the store. Competitive prices are featured to stimulate 


shopping and models offered are 


important display space is to ma- 
jor items,” says D. W. Winans. 
owner. “This line had been shown 
on the second floor and the depart- 
ment had been successful to a 
modest degree. However. when it 
was moved we really began to 
realize how poor a job we had 
done in the selling of these items. 

“Customers know definitely that 
now we are big factors in the sale 
of major appliances while, hereto- 
fore, this fact had never been 
demonstrated to them in a way 
they would remember. Our display 
really bowls them over because as 
they enter the store they find them- 
selves immediately in the heart of 
the major appliance display and 
must pass through this in order to 
Probably 
the most productive space on the 
entire main floor is devoted to the 
showing of this line, and the re- 
sults we have secured to date leads 
us to believe that this change has 
been justified. 

Ten or more models of refrig- 


reach other sections. 


erators are shown along one aisle 
in the section, ranges of all types 
along another, with washing ma- 
chines and ironers in the center 
between the two aisles. All models 
are on display so that customers 
may be able to make a selection. 
Two lines of refrigerators are 
sold. 

“The majority of our sales are 
concluded in the store,” says Mr. 
Winans. “We have found that 
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usually described in detail. 


men must specialize in this type of 
selling to be successful. Two such 
men work full time in this depart- 
ment. This does not mean that 
other salespeople cannot talk in- 


telligently about the merchandise, 
but if one of the specialty sales- 
men is available the prospect is 
turned over to him. No full time 
outside salesmen are employed. 
“The right kind of salesmanship 
is extremely important in build- 
ing a successful major appliance 
business. Selling problems, such 
as overcoming competitive situa- 
tions that arise and adapting some 
good idea to our selling technique, 
must be thrashed out with the 
men, in addition to continually re- 
viewing their sales talks on vari- 
ous items. This is accomplished 
in group meetings with the men.” 
Newspaper advertising is prob- 
ably the most important arm in 
the sales promotion program 
which is bringing new business to 
this concern. Price is featured in 
practically all advertisements. 
“By featuring price,” said Mr. 
Winans, “we let the people of the 
community know that we can meet 
competition. This does much to 
overcome the impression that the 
hardware store is high priced. 


Display Panels for Warehouse 
Merchandise Save Time and Steps 


ANELS showing samples of 
fencing, hardware cloth, poultry 
netting, and other similar items usu- 
ally carried in the warehouse saves 
time in making sales and also saves 
many steps for salesmen in the 
David Mahoney Co., Inc., store in 
Schenectady, N. Y. 

Merchandise is sampled on both 
sides of the display boards, which 
are 18 in. wide and 5 ft. long. Screw 
hooks on the end of the fixture and 
screw eyes on the panels are used to 
hold the boards in place. They can 
also be removed easily when this is 
necessary. 

A small card on each panel gives 
complete data on price as well as 
other information necessary to de- 
scribe and explain the goods to cus- 


Display panels on the ends of 
fixtures show samples of items 
carried in the warehouse. Cus- 
tomers are sold from samples, 
thus saving their time and many 
steps for the firm’s salesmen. 


tomers. Frames of the panels are 
wood with wallboard centers, both 
of which are painted to match the 
fixtures of the store. 
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STARTS—JULY 10th ISSUE 


Employees in more than 500 Retail 
Hardware Stores have registered 
as we go to press 


42 States and Dominion of Canada 
Represented 


HAVE YOU REGISTERED? DO SO NOW 


WHO IS ELIGIBLE? 


All retail hardware store em- 
ployees, both men and women, 
are eligible for membership. All 
you have to do is register the 
fact that you want to become 
associated with this group and 


Copy this form on a penny 
post card if more than one 
form is necessary. 


USE THIS 
FORM TO 


REGISTER 





of HARDWARE AGE 


WATCH FOR THESE 
PAGES 


YOU 
CAN WIN EXTRA 
MONEY 


by taking part in the 


JULY IDEA 
CONTEST 


that you are a reader of HARD- 
WARE AGE. 

To become a member register 
by using the coupon at the bot- 
tom of this page, sign it, and 
mail to HARDWARE AGE Retail 
Sales Idea Club, 100 E. 42nd St., 
New York, N. Y. 








See club pages in the July 10th 
issue of HARDWARE AGE for full 
details of the contest, prize money, 
etc. 


Send in your ideas and answers 
to contest questions. They may be 
worth money to you. 


YOU PAY NOTHING 
Any Retail Hardware Employee May Take Part 


Just Register—Paste Coupon on Postal Card—Mail Today 


REGISTRATION FORM 


HARDWARE AGE 
Retail Sales Idea Club, 
100 E. 42nd Street, New York, N. Y. 
| hereby register for membership in the Hardware Age Retail Sales Idea 


Club. | am a reader of Hardware Age and would like to take part in the activ- 
ities of this club, as often as | can. 














Name 
Firm St. 
City State 


| am submitting the following question or subject as worthy material for dis- 
cussion by this organization. 

















HAT the present-day 
consumer likes to shop with the 


family car is proved by the fact 
that fully 70 per cent of the cus- 
tomers of Yeakel’s, new hardware 
store in Hollywood, Cal., use the 
parking lot, which is an important 
adjunct of this business. 

“You don’t have to be in a 
downtown shopping district today 
in order to develop a successful re- 
tail hardware business,” says La- 
mar Yeakel, owner of this store 
and another in North Hollywood. 
“You must, however, do things 
that will attract the family car 
shopper if you establish your 
business, as we did in the case of 
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This front is one of the store’s best advertisements at all hours 


and many persons driving along stop and inspect these displays. 


our second store, in a section en- 
lirely outside of any retail shop- 
ping district.” 

No doubt motor traffic was an 
important consideration in Mr. 
Yeakel’s decision to locate the sec- 


Yeakel’s gift 
wrapping service 
is publicized by 
means of notices 
which are on the 
wrapping paper 





esigned to Interest 


ond store near the corner of High- 
land Ave. and Sunset Blvd., two 
main arteries of through traffic in 
the city. Few men would have the 
courage to start a store in such a 
spot. However, the first few 
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There’s ample display space on the main floor while the front and 
rear mezzanines showed seasonal lines—all under fluorescent lights. 


the Motorist-Shopper 


That was the purpose of Yeakel’s 
new store and 70 per cent of the 
firm’s patrons now arrive in cars 
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Free parking, 
delivery ser- 
vice and both 
stores are also 
advertised on 
the same paper. 


months of business proved Mr. 
Yeakel’s choice to, have been a 
wise one and one that will permit 
an almost unlimited development 
of the enterprise. Something spec- 
tacular is required to arrest the 
attention of a driver of a speeding 
motor car and Mr. Yeakel decided 
to build a spectacular type of 
store that would catch their eyes. 
Every detail of the exterior has 
been planned to appeal to and im- 
press the person who shops in the 
family car and whose buying is 
largely influenced by. the things he 
sees as he drives along. The build- 
ing is 45 ft. wide, 122 ft. long and 
has a ceiling 19 ft. high. The front 
(Continued on page 26) 
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The Illustrations 


The Carlisle Hardware Co. makes 


its own advertising cuts from 


its own photographs 


taken of 


the merchandise that it sells 


ae OF ARVIN SETS” 








WHY NOT GO 
STAG WHEN 


You can buy a fine 2-tine 
three-piece carving set 
like this, with stainless 
forged steel mirror pol- 
ished blades for the price 
of the ordinary. A shining 
example of Carlisle 
Thenkogiving value 


Regularly $4.95 


GRACEFUL 
CURVED HANDLES 


Give you a@ grip on the 
situation with this stain- 
less steel three piece carv- 
ing set. 8” mirror polished 
forged blade with blond 
Pyrolean handles for long 
wear. <A _ beautiful buy 
when you get it at this 
spec al pric ad 


Regularly $6.95 


CARVING 1S 
KEEN PLEASURE 


With this new razor sh 
hollow ground eight inch 
carving knife. Complete 
with fork and steel. Stag 
handles. Extra large safety 
guard. It's the last word 
in modern equipment for 
the Thanksgiving table. 


Extra Value 





Special $3.98 








Special $4.98 


| 
pt mas ~ 


Special $5.95 
. iS 








Here are some samples of heads and copy written with a decided 
feminine appeal. They catch the eye, are easy to read and draw 
the attention of the reader to the copy describing the articles. 


\ \ HAT makes an ad- 


vertisement click? What makes 
you want the merchandise it 
shows? What is the one thing in 
it that arrests your attention and 
makes the entire advertisement 
stand out? 

Clear, interesting illustrations 
that depict each article as it ac- 
tually is are the important things 


24 


that help an advertisement sell 
goods. That is the opinion of Hol- 
lis Carlisle, who is in charge of 
advertising for the Carlisle Hard- 
ware Co. of Springfield, Mass. 
“Illustrations can stimulate the 
desire of the prospective customer 
for an article shown in an adver- 
tisement or they can kill it,” says 
Mr. Carlisle. “We have proved 
this fact to our complete satisfac- 
tion by means of several test ad- 


vertisements. After this check had 
been made, we adopted the policy 
of using only the best illustrations 
obtainable. This policy resulted in 
our having to produce many of the 
original photographs from which 
are made the halftunes used in our 
advertisements. 

“One of the boys in the store is 
an amateur photographer. He 
takes the pictures of the merchan- 
dise and our halftones are made 
from his photographs. This is the 
only way in which we can obtain 
illustrations that will give accurate 
reproductions of many of the 
items we want to advertise. 


Manufacturers’ Cuts 


“We do not make all of our own 
cuts by any means. Many manu- 
facturers realize the importance of 
good illustrations of their mer- 
chandise for the dealer’s use, and. 
when informed of this need, are 
willing to supply suitable electro- 
types. Many times these will be 
made up to the specifications of 
the hardware dealer. 

“Good illustrations make the 
merchandise appear at its best on 
the printed page. Customers are 
more easily sold and are better 
satisfied because the article shown 
to them at the store looks like the 
item advertised. Too often in the 
past this was not the case. Cus- 
tomers now shop with more confi- 
dence and use the telephone for 
shopping more frequently. 

“Most of our cuts are of one- 
column width, and we try to keep 
them of a uniform size for this 
helps make an advertisement more 
interesting. Illustrations of this 
type are easier to use and usually 
more items can be included in the 
advertisement. Occasionally, two- 
column-width cuts are necessary 
for some types of merchandise 


HARDWARE AGE 





TSE. 


Rel 


ARAN: 


Mt. 


a 





‘ 
z 
3 
4 


CEPR. 


i el 


wee 


Mie ne 


* 


Tell the Story! 




























- Carlisle's} 


“WORTH WHILE WORK SAVEJ) 


PUT A KICK IN COOKING 


1. Dazy omer Fruit 
Juicer $1.89 


2. Ateco Perfect Cake 
Decorator $ 
3. site hime Triple Fleur 
15 
4. Taylor Roast Meat — 


mometer 


5. Taylor Candy, Jelly _ 
mometer 


6) Uniform Nut Meat 
Choppe' 59 
7. Dazy Improved Nut 
Cracker 109 


~ 8 Dazy De Luxe Can 
Opener $1.79 


9. Andgock ‘Tearless” 
Onion Chopper ” 


10, Wise Kitchen Utility 
$1. 
IL. Androck High Spd F 
ater 
12. Androck Mist Make 


Clothes Spray 


13. Androck “Air —— 
Dripless Pite 


M4. Dazy y Speade Knife 


15. Dazy Wall Ice 
Crusher 
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Left—Several related items are shown together in this single illustration 
Center—Silhouette halftones of small gadget items are combined in this ad- 
vertisement and the headline carries a real punch. Right-One-column width 
cuts of uniform size are easy to use and permit the showing of more items. 
Manufacturers’ linecuts have also been used in this advertisement. 


simply. cannot be shown ade- 
quately in a smaller illustration. 
“Making many of our own cuts 
gives us complete freedom in the 
matter of handling illustrations. 
Most of these cuts show a single 
item which has been lighted prop- 
erly and photographed from the 
best angle in order to bring out 
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the features of greatest interest to 
the prospective buyer. Now and 
then, illustrations will also show 
one or two items related to the fea- 
tured article. Such_ illustrations 
often produce the extra sales 
which are so important today. We 
find that such halftones add a 


touch of the unusual to our adver- 


lising., secure attention and _pro- 
duce better results. 

“Since we work from our own 
photographs, our illustrations are 
all in the form of halftones. Back- 
grounds of the cuts are usually a 
light color unless a darker back- 
ground is necessary to make the 
items stand out. Some items show 
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up better when the illustration is 
a silhouette halftone—one without 
a background. In this way illus- 
trations are given certain quality 
characteristics that are carried 
over to the items making them 
look worth the price we are asking 
if not more. You can realize the 
value of this. 

“We try to keep our advertising 
simple and understandable. Lay- 
outs are balanced for the most 
part and are easy to read. We do 
not believe that complicated or 
tricky layouts ordinarily justify 
their higher costs. 

“As far as copy is concerned, 
our policy is to tell the story as 
quickly as possible, include all 
necessary information and, above 
all, give the price of that item ad- 
vertised. Customers always want 
to know the price of an article be- 
fore deciding to purchase it. Un- 
less you mention the price the ad- 
advertisement cannot do a com- 
plete selling job. 

“If we see some good copy ideas 
in other advertisements, we do not 
hesitate to use and adapt them 
to our own advertising when the 
occasion permits. We even sub- 


scribe to an advertising clipping 
service in order to receive these 
ideas and keep posted on competi- 
tors’ prices and merchandise of- 
ferings. 

“Now and then we use the ser- 
vices of a young lady who has 
considerable ability in writing 
copy. She goes over our layouts 
and copy, rewrites heads so that 
they will appeal more to women, 
and tries to ‘loosen up’ the copy 
and get a certain swing and snap 
to it so that the entire advertise- 
ment is easier to read. This is 
most essential in full page adver- 
tisements where there are a large 
number of items demanding the 
reader's attention, or where items 
appeal especially to women. 

“By doing these things our ad- 
vertising costs are somewhat 
higher than those in the average 
store of our size. However, we be- 
lieve that this investment is decid- 
edly worth while. After all, most 
of the cuts on standard merchan- 
dise can be used for some time and 
the better results we obtain offset, 
to some extent, this cost of making 
our own illustrations.” 





Designed to Interest 


the Motorist-Shopper 


(Continued from page 23) 


is constructed with show windows 
on the mezzanine as well as on the 
street level. 

No one could pass the modern 
front of this store in the daytime 
or at night without being favor- 
ably impressed. It is exceptionally 
well designed for showing mer- 
chandise and is unusually well 
lighted and identified. The firm 
name is emblazoned across the 
front in neon lights and can be 
seen for a considerable distance. 
Another narrow, perpendicular 
neon sign set at right angles to the 
building is located on one end and 
carries in bold letters the word 
“Hardware.” 

Fluorescent lights are used in 
the display windows and lobby to 
add to the attention-getting power 
of the front. Sufficient illumination 
is used to make the windows as 
brilliant at night as they are in the 


26 


daytime. Such a front, together 
with attractive displays of mer- 
chandise in the windows, can’t help 
but impress shoppers. 

But, Mr. Yeakel does not stop 
there. The interior is just as at- 
tractive and even more interesting 
than is the front. Among the 
rather unusual features are the 
mezzanines at the front and rear. 
These extend approximately 45 ft. 
across the width of the store and 
are 18 ft. deep. Fireplace equip- 
ment is displayed on the front 
mezzanine and toys, wheeled goods 
and woodenware on the rear one. 

Tables on the main floor have 
ample aisles completely around 
them, and are arranged in three 
rows running the length of the 
store. Everything about the estab- 
lishment is carried out on a grand 
scale and the 19-ft. ceiling ampli- 
fies this impression. 


No opportunity has been neg- 
lected to develop new customers 
for the new store and some ex- 
traordinary measures have been 
adopted in order to build steady 
traffic as quickly as possible. 

“Every store needs traffic if it is 
to survive,” says Mr. Yeakel. “We 
had to make it worth while for the 
customers to come to our store. 
even though all they had to do was 
jump in a car and drive a few 
blocks. 

“Therefore, an aggressive mer- 
chandising program has been par- 
amount in our efforts to build 
store traffic and secure new cus- 
tomers. The majority of customers 
are interested in price, and accord- 
ingly special promotion merchan- 
dise is used to bring people to the 
stere. Good will is built up for the 
business quickly by getting more 
merchandise into the hands of new 
customers at prices they consider 
attractive. 

“This is not a new way of doing 

business for many other compa- 
nies have followed the same sys- 
tem successfully. Usually, the 
promotion items are seasonal, con- 
sisting of things that everyone 
needs and wants. We have fea- 
tured such items as rubber lawn 
hose, card tables, seeds, garbage 
cans, and mail boxes. 
“Parking accommodations be- 
come a necessity when you cater 
to the type of people who shop in 
the family automobile. A lot ad- 
joining the building was pur- 
chased for this purpose and it will 
hold 25 cars easily. A house on 
this lot produces sufficient rentals 
to carry the cost of the entire 
property. 

“Across the street from the store 
is the Hollywood High School and 
its students are good customers for 
sporting goods. We cater to and 
cultivate these future buyers. A 
large school of this type employs 
a sizable staff of teachers who are 
also users of items we carry.” 

Associated with Mr..Yeakel in 
the business are his two sons, Ed- 
ward and Bob. Other members of 
the family are also interested in 
the firm and one member, whose 
judgment and advice is most 
highly respected, is Mrs. Yeakel. 

Bob, the youngest son, is still 
attending school. Edward man- 
ages the store in North Hollywood. 


HARDWARE AGE 


Whe 
bore 
muz 
1400 
rate 
That 
plan 
Te 
trem 
a s 
Spee 
trate 
Klez 
extr 
flat 
Klea 
barr 
W 
for. 
Klea 
they 
lop 1 
ers 


5 


> FRE EE PS 


amn 


aa 








pore 


JU! 







i 
* 


: DIRE ES 


Ree a 


44 


eee Rae 
















Bridgeport, 


Conn. 











A Kleanbore Hi-Speed .22 
rips through space 
FASTER THAN THE 
FASTEST PLANE 
IN A POWER DIVE! 


_ 
— 
— ? 






When a hollow point Klean- 
bore Hi-Speed .22 leaves the 
muzzle of a rifle, it’s going 
1400 feet a second—or at the 
rate of 954 miles an hour! 
That’s much faster than a 
plane in a power dive. 

To this great speed, add 
tremendous striking power 
a solid point Kleanbore Hi- 
Speed .22 will actually pene- 
trate eight %” boards! 
Kleanbore Hi-Speed .22’s are 
extremely accurate, have a 
flat trajectory, and their 
Kleanbore priming keeps rifle 
barrels clean. 





When customers just ask 
for a box of .22’s, give them 
Kleanbore Hi-Speed .22’s — 
they have the power and wal- 
lop that the majority of shoot- 
ers are looking for in their 
ammunition. 










(Advertisement) 
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The Country Doctor 


One of the most admirable characters 
in American life is the country doc- 
tor. Through the darkest night, 
through howling blizzards and driv- 
ing rains, he goes on his rounds of 
mercy. He is certainly not over paid 
for his work, yet he is companion, 
confessor, and friend to half the 
country. He is relied upon, he is re- 
spected, he means a great deal to the 
people he serves so faithfully. 


Not unlike the country doctor is 
the hardware dealer, who in addition 
to making sales performs a thousand 
other services. Among other things, 
you have to be able to suggest colors 
of house paint or give advice on 
lighting fixtures to Mrs. Jones, and 
recommend the right ammunition to 
her husband, Bill. It’s good to know 
that all over the country there are 
hardware dealers that put service 
first, and look on their customers as 
friends as well as business prospects. 
Such an attitude pays dividends over 
the years—in volume of sales, in loy- 
alty, and in good will. 




















ANYTHING SO SMALL 
Y.COULD PACK A WALLOP 


| DIONT THINK 


QUIZ 


acid 


LIKE THAT! 




















SAY, IF YOU WANT TO see \ 
SOMETHING SMALL WITH A 
LOT OF POWER, YOU OUGHT 
TO SEE A KLEANBORE” 
HI-SPEED*22 IN ACTION ! 








* “Kleanbore’’, ‘“Hi-Speed"’ and ‘‘Woodmaster’’ are Reg. U. S. Pat. Off. ‘‘Core-Lokt’’ is a trade-mark of Remington Arms Co., Inc., 
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Here are a few questions 
that rifle shooters are 
pretty sure to ask you—do 
you know all the answers? 


QUESTIONS 


(1) Why is the bore of a rifle 
barrel “‘rifled’’? 

(2) What’s the difference be- 
tween “lands” and “grooves” in 
a rifle barrel? 

(3) What does the cartridge des- 
ignation 30-06 Springfie!d”’ 
really mean? 

(4) I'm going to enter the Na- 
tional Small Bore Matches this 
year. What shall I shoot? 


ANSWERS 


(1) Rifling in the barrel makes 
the bullet spin, giving it stability 
and fine accuracy. 

(2) “Lands” are the tracks on 


which the bullet rides, and 


“grooves” are the cut-away | 


spaces between the lands. 

(3) The ‘.30” inches is the bore 
diameter, ‘‘’06 Springfield’ de- 
notes the year (1906) when this 
cartridge was adopted by the 
U. S. government and used in 
the “Springfield” 1903 rifle. 

(4) That’s easy. Palma Klean- 
bore or Police Targetmaster -the 
.22 cartridge champions shoot. 


THE WOODMASTER 
(Remington Model 81) 
| THE FASTEST SHOOTING 
MODERATELY-PRICED 
BIG GAME RIFLE 


Here's spectacular power 
—wnder perfect control! 
There's no big game on the 
North American continent 
that this 5-shot autoloadi 
rifle in .300 Savage or .3 
Remington caliber can't put 
down and keep down. 
Remington has had long 
experience in making 
autoloading guns, has 




















earned a matchless reputa- 
tion for making good ones. 
The Model 81 follows in 
this great tradition, for it 
is a precision mechanism 
from butt-plate to muzzle. 
Loading, cocking, ejecting 
are all done automatically. 
It shoots as fast as the 
trigger can be pulled, 
with minimum  dis- 
turbance to the shooter 
by recoil. There is no 





| 


power loss, for the bar- 
rel and bolt are still 
locked together long 
after the bullet has 
left the muzzle. Taken 
altogether, its balance, 
design, accuracy and 
easy-handling qualities 

make it one of 
America’s really out- 
standing big - game 
rifles. Just ask for 
full details and a 
demonstration man- 
ual on the Model 81. 













Bridgeport, Conn 
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Most of our existing ills could be cured by willingness to 


W-O-R-K! 


This article tells how it may be 


By SAUNDERS NORVELL 


l HAVE been entertain- 


ing interesting visitors all day and 


am writing this article at night. 


And there’s no time-and-a-half or 
double-time for my labors. 

My title is filched from a let- 
ter from an_ elderly, old-fash- 
ioned manufacturer who writes 
that in these days _ troubles 
mostly come because nu une wants 
to “W-O-R-K.” 

He believes that “W-O-R-K” 
would cure most of our ills and he 
gives a lot of instances to prove his 
belief. His letter is both unusual 
and interesting. 

I have received a letter from an 
ex-hardware man who 25 years 
ago bought and retired to a farm 
in Sullivan County, Mo. He has 
supported himself all these years 
on his small farm and has never 
gone into debt. He has never 
owned a car and farms entirely 
with horses. 

He writes that he raises his own 
horse power on his farm—corn 
and oats. He has a well and a 
kitchen pump but no plumbing. 
He buys no “gas” and pays no 
water company. He uses oil and 
lamps and has no electric bills. He 
remarks that automobiles do not 
breed but his horses do! 

His letter reminds me of the 
fact that the late E. C. Simmons 
once wrote. “The farmer is the 
smartest man in the country. He 


done and it also tells a number 


of other very interesting facts 


sells everything for cash and buys 
everything on credit.” 

The farm problem, he states, is 
due to the fact that the farmer hav- 
ing paid too much for his land in 
the first place, mortgages it, pays 
interest, and then buys automo- 
biles, washing machines, radios, 
etc., on credit—installment pay- 
ments. Then when his income 
from the farm will not cover his 
overhead, he yells for help. So the 
farmer is our American problem. 


* me * 


I have also received a well-de- 
signed pamphlet entitled “Ameri- 
ca’s Food Supply Depends Upon 
American Binder Twine.” This 
pamphlet is published by the 
United States Binder Twine Com- 
mittee, 308 Normandy Building, 
Washington, D. C. 





CARLOS ALVAREZ 


How well I remember the piles 
of fresh, nice-smelling binder 
twine stacked up in big yellow 
balls in my hardware customers’ 
warehouses. That was years ago. 

If my memory is good, in those 
days there was a sort of binder 
twine “trust.” The manufacturer 
bought the raw material, sisal, 
from Mexico, Cuba, the Philip- 
pines, etc. All of the manufactur- 
ing was in this country. We sold 
it all over the world and it was a 
great business. Foreigners bought 
our harvesting machines—then our 
twine. 

But the farmers raised a ruckus 
about the price of twine. They 
were being robbed. They were the 
slaves of the trust, etc. Then sev- 
eral states started making binder 
twine in their penitentiaries. That 
was to be the cure of the problem, 
but something happened. The 
convicts did not make good twine, 
there were scandals and one state 
couldn’t ship its prison twine into 
another. Laws were passed and 
I think convict-made binder twine 
has just about passed out. 

But binder twine, like quinine, 
was put on the free list—no duties 

no tariff. The farmer must be 
protected. 

Then what happened? After 
the World War all of the little 
countries producing sisal said that 
they could make binder twine 
themselves. So they hired Ameri- 
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Profit #1 This attractive red-and-white labelled box catches 
the eyes of customers already in your store, reminds them that 
they need bolts and nuts. This builds up casual sales. 


Profit #2 Users of Bethlehem Bolts and Nuts find that threads 
are clean and accurate, that wrenches get a firm, snug grip of 
¥ Bethlehem Bolts are Machi 
heads and nuts, that they get topnotch-bolts and nuts in that ackaged in acaine 
Pp ~_ ——o and Lag 
box with the red-and-white label. So, next time these users need - cilosiian shane: Carriage 
bolts and nuts they come back to you for more of “those in the 


J . P 1" ” ” 

red-and-white box.’’ And so your cash register rings up extra : incl . - mete . ae 
3” and 34” up to | 514” long | 514” long 

repeat sales. 7” 4 


1607 ¢" and 54” up to | 314” long | 4”_—long 
Get in an assortment of fast-moving Bethlehem Bolts and Nuts. : 
wee Some longer bolts are packaged in paper with 
Your distributor can supply you promptly. the same attractive label. 





























BETHLEHEM STEEL COMPANY 
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can engineers (temporarily) and 
set up their own factories. They 
had cheap sisal and cheap labor 
and could make binder twine 
cheaply. Then they said that the 
Americans were a bunch of suck- 
ers. So they put a tariff on binder 
twine to keep the Americans out 
of their country while they cut 
prices and exported to the U.S.A. 
Then what happened? The mail 
order houses and importers pushed 
this foreign twine and the sales of 
the American makers fell off mil- 
lions of pounds. This pamphlet 
frankly gives all the facts and fig- 
ures. 

The making of binder twine in 
the U.S.A. is threatened with ex- 
tinction! 

This booklet explains that the 
food supply of the nation depends 
on binder twine. Harvesting ma- 
chinery must have twine, not next 


year but now when the crops are 
harvested. So, the American man- 
ufacturer must buy sisal in ad- 
vance, pay cash for it, make up a 
year’s supply of twine, store it in 
warehouses and be ready to sup- 
ply the twine as needed. 


Cash Outlay 


This means a great outlay in 
cash. If they did not do this, how- 
ever, and if the foreign supply 
should fail, the American farmers 
would not be able to harvest the 
crops. 

But admitting the American 
standard of quality is higher, ad- 
mitting the American system of 
distribution is better, the foreign 
maker just ships when and where 
convenient and offers his twine at 
a cut price. He guarantees 
nothing. Americans buy foreign 




















“ YOU KNOW PRETTY WELL HOW IT WORKS— 
DO YOU WANT TO BUY IT NOW? ” 
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twine on a catch-as-catch can basis 
and pay cash on the head of the 
barrel. 

So it seems to me that the whole 
question raised by this interesting 
little pamphlet is just this—on one 
hand American capital invested, 
American labor paid good wages, 
an American added market sup- 
plied our farmers, and on the other 
hand, a fraction of a cent differ- 
ence in the price to the farmer. 
Which is better for all concerned 
in America? I don’t know. It 
should all be figured out by ex- 
perts. But the thought occurs to 
me that if the idea is to sell the 
farmers binder twine cheap re- 
gardless, why stop them? Why 
not put hundreds of other articles 
used by farmers on the free list? 

It also seems to me that in view 
of conditions, such as exist in the 
world today, the farmers are 
lucky to have the great home mar- 
ket built up in our cities and towns 
by manufacturing. The question 
remains, should we place a tariff 
on binder twine? It does seem 
that we should, especially on twine 
coming from those countries which 
have a tariff on twine against us! 

Write for pamphlet, it is free, 
and it makes interesting reading. 


Cancer Control 


At least my job gives me va- 
riety. Another pamphlet has ar- 
rived from The American Society 
for the Control of Cancer, Inc., 
350 Madison Ave., New York City. 
This is a great work and the prob- 
lem of cancer is being attacked 
not only in a scientific but in a 
practical manner. If you are in- 
terested in the subject, write to the 
above address. I have discussed 
cancer with eminent physicians 
and they all agree on one point. 
If there is a suspicious growth, 
don’t delay a day but see your doc- 
tor at once. It is generally agreed 
that surgery is the surest cure— 
especially in the early stages. I am 
told that cancer is not contagious, 
neither is it hereditary. It is an 
abnormal growth of cells often 
caused by local irritations. This 
is written as an answer to the so- 
ciety to their request for publicity 
that may lead to a greater distri- 
bution of the valuable information 
on cancer, which they are prepared 
to send without charge. 
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2 SOUND IDEAS 


FOR MAKING EXTRA MONEY WHEN YOU 
SELL EDGED TOOLS TO CARPENTERS! 





@ You can’t find a better prospect 
these days than the carpenter. With 
all the new building going on, he’s 
in the market for more saws, ham- 
mers, chisels and planes today than 
ever. But don’t let your sales effort 
stop there. Every time you sell him 


an edged tool make two sales out 
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YOURS FREE FOR THE ASKING! i 
y, rr aed Raa New Carborundum Master-Display No. 988 is an 


rop” for window displays of Carb. : 
ae Enables you to show related products (tools ya sayin wi _— 
y- 31" wide by 2114” high. Order now! ’ *y etc.) in an actrac- 














' THE CARBORUNDUM COMPANY ¢ niacara FALLS,N.Y. 


Sales Offices and Warehouses in New York, Chicago, Philadelphia, Detroit, Cleveland, Boston, Pittsburgh, Cincinnati, Grand Rapids 


(Carborundum is a registered trade-mark of and indicates manufacture by The Carborundum Company) 
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When General Leonard Wood 
was in Havana, Cuba, I called on 
him with a letter from President 
McKinley. I was out to sell hard- 
ware in Cuba. I have often told 
the story—especially about selling 
several thousand 
rings, so I will not repeat it here. 
However, recently I had a re- 
minder of that adventure so many 


dozen of bull 


years ago. 

In selling I was assisted by a 
Senor La Carda who was an in- 
terpreter who made his headquar- 
ters at the Hotel Angleterra in 
Senor La Carda and | 
did a fine business and, when I 
returned to St. Louis, E. C. Sim- 
mons asked me how we could con- 
tinue the business we had started. 
I suggested it would be better to 


Havana. 


employ Senor La Carda, bring him 
to St. Louis, teach him the hard- 
ware business and send him back 
to Cuba and then send en Ameri- 
can hardware salesman down 
there. This was done and for 
years, to the time of his 


death, Senor La Carda did a good 


many 


business for the Simmons Hard- 
ware Co. in Cuba. 

This week Senor Carlos Alvarez 
Metuna, 511, 
Havana, Cuba, called on me. He 
is a prominent hardware whole- 
saler who specializes in American 
hardware. He finished the story 
of Senor La Carda. 

It seems that before his death La 
Carda took his son into business 
with him. 
cessful manufacturer’s agent and 
is selling a number of well known 
lines of American hardware and 
tools in Cuba. So my chance meet- 
ing with the senior La Carda at 
the Hotel Angleterra not only 
changed his life but also led to the 
working of a hardware salesman 
into the second generation. I hope 


Casa _ Lex-tone, 


This son is now a suc- 


some day to meet the younger 
Senor La Carda. 


* + * 


New York is crowded with for- 
eign visitors. There are princes, 
dukes, counts, generals and refu- 
gees of all kinds and conditions 
and many merchants from foreign 
lands who are seeking to make 
business connections. In future 
articles I hope to write some of 
the interesting stories they tell of 
dealing in hardware in far away 
lands. American hardware in 
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many lines, by reason of improve- 
ments and quality, is distinctive 
and is not subject entirely to price 
competition. 

American manufacturers are 
wondering how they will “take up 
the slack” when the war ends. The 
only answer is—world business. 
Americans have hardly scratched 
the surface of export trade. When 
the bugles sound the dawn of 
peace, valuable time may have 
been wasted. 

Now is the time to lay the lines 
for our export business after the 


war. Trained salesmen should be 
sent now carrying our samples. 
They should not go out with the 
idea of taking large orders. Our 
American factories at the present 
time can hardly take care of de- 
fense and domestic business. For- 
eign nations also have their ex- 
change and financial problems. 

But now is the time to lay our 
lines, make friends, and get ready 
for the new world in trade as well 
as politics. 

“In time of war, prepare for 
peace.” 


Bronze Plaque Commemorates 
100th Anniversary 


IN APPRECIATION OF 
FRIENDLY SUPPOR 
IHIS COMMUNITY 


JOHN MANLEY 


1640 1889 


R.C. JORDAN 


1879 1924 


JORDAN HARDWARE CO. 


N¢ 1919 


Bronze plaque commemorating the 


100th anniversary of the company 
is to be mounted on a column of 
the store front. 


BRONZE plaque will be 

mounted on one of the col- 
umns of the store front alongside 
the windows to commemorate the 
100th anniversary of the Jordan 
Hardware Co., which was celebrated 
some time ago. This plaque is to 
be dedicated to the citizens of Ot- 
tawa, Ill., in appreciation of their 
friendly support during the century 
that the company has been in busi- 
ness. 

The plaque bears the names of 
the founder John Manley and R. C. 
Jordan who was Mr. Manley’s junior 
partner. Mr. Jordan succeeded him 
as the director of the company ac- 
tivities until his death in 1924, at 
which time his son, John M. Jordan, 


present owner, took over the re- 
sponsibilities of conducting the af- 
fairs of the business. 

To celebrate the century of ser- 
vice the company held a sale during 
which special merchandise values 
were offered to the customers in the 
community. Demonstrations of vari- 
ous merchandise items in the store 
were also conducted at that time. 


The Jordan Hardware Co. 
occupies a three-story build- 
ing in the heart of the busi- 
ness section of Ottawa, III. 
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Here's the dramatic 4 
coloradthatsellstheidea 
that fresh LEAK PROOF 
flashlight batteries are 
necessary for a carefree 
vacation. Order free 
LIFE-like tie-in materials 
from your jobber sales- 
man. 


LEAK PROOF BATTERS & 
SWEEP THE NATION 


Ray-O-Vac announces a new series of full page, full 
color ads in LIFE Magazine, featuring LEAK PROOF, 
the first battery guaranteed never to damage a 
flashlight. Feature LEAK PROOF .. . skyrocketing 


to new highs. 


This ad appears in the June 30 
issue of LIFE, out June 26. 


GUARANTEE! 
This cell is uncon- & 
ditionally guaranteed 
net to STICK in, 
mY PLUG or DAMAGE © 
the flashlight. Should 
it do this at any time 
Ray-O-Vac will re- 
‘ place the flasniight Bt 


RAY-O-VAC 
company 


RAY-O-VAC COMPANY 


Chicago 
San Francisco 
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STRUGNELL TAKES CHARGE REMINGTON COAST SALES; 
SUCCEEDED IN EAST BY VIRGIL RICHARD 


oe Company, Inc., is appointed | 
manager of the Pacific | 
Coast District, succeeding J. Gil- 
bert Heath, who died May 24. 
Mr. Strugnell’s headquarters will 
be at 55 New Montgomery Street, 
San Francisco, Cal. 
Mr. Strugnell is a native of | 
Jersey City, N. J., and has been 
employed by Remington since 
August, 1900, the entire span ot | 
his business career. 
Virgil Richard, heretofore sales | 
representative in the Pittsburgh, 
Pennsylvania territory, is ap- | 
| pointed sales manager of the | 
|New York district, succeeding | 
Mr. Strugnell. Mr. Richard’s | 
headquarters will be 1024 Empire | 
State Building, New York City. 

Mr. Richard is a native of 
| Bloomdale, Ohio, and has been | 
identified with the arms and am- | 


Strugnell, heretofore 


sales 


sales manager of the New York 
Remington 


district of Arms | 








munition industry since 1916. 
His service with Remington dates 


from 1931. 





VIRGIL RICHARD 





DEALERS MUST DESCRIBE SUBSTITUTE 
MERCHANDISE TO CONSUMERS 


with Miss 
Ad- 


The responsibility of the retail | stitutions it works 
merchant to give the public ac-| Harriet Elliott, 
curate descriptive information | ministrator. 
about goods in which substitu- “I am delighted with the policy 
tions or changes of quality are | statement adopted by the com- 
made, has been affirmed by the | mittee,” Miss Elliott said recently. 
Retailers’ Advisory Committee.| “I commend the committee for 
The committee defined this re-| taking this very positive step in 
sponsibility in a statement re-| agreeing to give the buyers the 
leased by Fred Lazarus, Jr., Co-| fullest possible information con- 
lumbus, Ohio, chairman, as fol-| cerning significant substitutions 


Associate 





lows: “Where significant substi- | or changes in established quality 
tution or changes in established | of goods.” 
qualities of merchandise are| The committee was organized | 
made, it is the obligation of the | last August. It pledged at that | 
merchant to make positive de-| time that it would resist price 
scriptive statements about them. | increases, discourage scare ad- 
“We now are beginning to feel | vertising and speculative buying 
the effects of priorities,’ Mr. | and give careful attention to the 
Lazarus said. “There will be| question of substitutions and 
more and more substitutions and | quality changes. 
changes of qualities as the pres-| The committee announced that 
sure of buying increases against | it had, in collaboration with the 
a tightening supply of many| American Retail Federation, 
items. We felt that for that| made a spot check of scare ad- 
reason the public should be told | vertising in the states of Mich- 
what the merchant intends to do.” | igan and Missouri last week. It 
The committee is advisory to | found only two mild cases about 
the Office of Price Administra-| which it could complain. The 
tion and Civilian Supply, of | work of policing advertising has 
which Leon Henderson is the} been done for the committee by 





Administrator. In matters di-| the Better Business Bureaus of 
rectly affecting quality and sub-! the nation. 
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In addition to Mr. Lazarus, the 
following members serve on the 
committee: Former N.R.H.A. 
president, Horace P. Aikman, 
Cazenovia, N. Y.; Lew W. Cole, 
Louisville, Ky.; John A. Goode, 
Asheville, N. C.; J. Hudson Huf- 
fard, Bluefield, Va.; Oswald W. 
Knauth, New York City; Bruce 
MacLeish, Chicago, Ill.; E. C. 
Mauchly, New York City; Ward 
Melville, New York City, and C. 
A. Dethge, Chicago. All mem- 
bers of the committee are retail 
merchants. 


TAYLOR HEADS SCHICK 
SALES PROMOTION 


Edward L. Taylor, formerly of 
the Chicago territory for Schick 
Dry Shaver, Inc., assumes the 
post of sales promotion manager 
of that company with headquar- 
ters at the main offices in Stam- 
ford, Conn. J. K. Munger goes 
to Stamford from New York, 
where he retains his post as 
eastern zone manager and de- 
votes part of his time to na- 
tional sales management. 

Prior to joining Schick, Mr. 
Taylor was sales promotion man- 
ager for McGraw Electric Co. 
and held the same position with 
the Hurley Machine Company on 
“Thor” washers and ironers. He 








will handle advertising and pro- 
motion matters as well as assist 
Mr. Gifford in sales management 
work. 

Mr. Munger was with McGraw 
Electric for six years until Feb- 
ruary, 1940, when he joined the 
Schick organization. He was in 
Michigan, Ohio and _ Pennsyl- 
vania territories for the McGraw 
company, and had spent five 
years with the Graybar Electric 
organization. 


HUEY & PHILP HAS 
CROSLEY LINE 


The Huey & Philp Hardware 
Company, 1900 Griffin Street, 


| Dallas, Texas, has been granted 


a franchise to handle the Crosley 
line of major household appli- 


| ances in the Dallas area, it is 


announced by Robert I. Petrie, 
vice-president and general sales 
manager of The Crosley Corpo- 
ration, Cincinnati, Ohio. 


CRANDALL HEADS ST. LOUIS 
PRIORITIES DIV. DISTRICT 


L. E. Crandall, former presi- 
dent of the Simmons Hardware 
Co. of St. Louis, Mo., will be in 
charge of the district office, the 
Priorities Division of the Office 
of Production Management open- 
ing in that city on or about July 
1, in the Federal Reserve Bank, 
411 Locust St., H. B. Wallace, 
district coordinator of the OPM, 
announced. Mr. Crandall was 
to leave immediately for Wash- 
ington for two weeks’ study of 
the headquarters Priorities Divi- 
sion. 





L. E. CRANDALL 
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MANNING, BOWMAN & CO. ACQUIRED 
BY BERSTED MFG. COMPANY 


Arrangements have been made 
for t.e acquisition of the busi- 
Manning, Bowman & 
Compan. of Meriden, Conn., by 
a newly formed subsidiary of 
Bersted M.°. Company of Fos- 
toria, Ohio, .*cording to a re- 
cent announcen. nt. 

The new subs. ‘iary corpora- 
tion will retain the name of 
Manning, Bowman & Co. Oper- 
ating separately, these old estab- 
lished businesses will continue 
their individual manufacturing 
and trade policies as in the past. 
Both are in excellent financial 
condition with no funded debt. 
Their balance sheets at the close 
of the year 1940 
strong ratio of current assets to 
liabilities, with no bank loans 
outstanding. Both companies are 
enjoying excellent sales and 
earnings. 

Manning, Bowman & Co. is a 
well-known electrical appliance 
manufacturer, and has been in 
business since 1867. It has been 
controlled for years by the Inter- 


ness «* 


reflected a | 


national Silver Company. Fin- 
ancial interests of the old Man- 
ning, Bowman & Co. stockholders 
will be represented in the new 
organization by Evarts C. Stevens 
and Herbert J. Reeves, president 


of the new company. John A. 
Underwood will succeed Harry 
B. O’Brien as president and man- 
aging head of Manning, Bowman 
& Co. He has had long, succes - 
ful experience in the stove manu- 
facturing and appliance business 
and is a past president of the 
Stove Manufacturers Association. 

Manning, Bowman & Co. is 
| just completing the installation 


other manufacturing 
ments and expansions are con- 
| templated. Newly designed and 
beautiful products, some sched- 





of both companies. 








HOWARD SCAIFE IN CHARGE OF HOTPOINT 


KITCHEN SALES AND MERCHANDISING 


Howard L. Scaife has been ap- 
pointed Hotpoint kitchen sales 
division manager, according to 
an announcement by R. W. Turn- 
bull, executive vice-president of 
the Edison General Electric Ap- 
pliance Co., Inc., Chicago. Mr. 
Scaife has returned to Chicago 





HOWARD L. SCAIFE 
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from the Hawaiian Islands, 


Hotpoint Appliance Sales Divi- 
sion, Hawaiian Electric Com- 
pany, Honolulu. He _ succeeds 
Charles L. Griffith, who has re- 
signed to devote his entire time 
to other business interests in the 
East. 

In his new position, Mr. Scaife 
will direct all sales and merch- 
andising activities on Hotpoint 
electrasinks, dishwashers,  kit- 
chen waste exits, Hotpoint steel 
kitchen cabinets, and Hotpoint’s 
kitchen planning service. He 
will also have charge of apart- 
ment installations for all Hot- 
point Home Appliances. 

Mr. Scaife is widely known 
in electric appliance merchandis- 
ing circles. His early experience 
in this field was with the Appli- 
ance and Merchandising Division 
of the General Electric Com- 
pany. In 1937 he was made as- 





sistant to the manager of the 


| Hotpoint refrigeration sales divi- 


| and treasurer respectively of In- | 
ternational Silver Company, who | 
will be on the board of directors | 


of its own Bakelite plant, and | 
improve: | 


uled for announcement this sum- | 
- ° . 
mer, will be added to the lines | 


where for the past year and a| 
half he has been manager of the | 


| sion, under G. H. Smith, now 
Hotpoint general merchandising 
manager. In 1939 he went to 
Honolulu, and accepted the posi- 
tion as manager of Hotpoint ap- 
pliance sales division, Hawaiian 
Electric Company. 


HEADS PACIFIC SALES 
HILLERICH & BRADSBY 


R. R. Hovatter has been put 
in charge of sales on the Pacific 
Coast for Hillerich & Bradsby 
Co., Inc., Louisville, Ky., effec- 
tive July 1. For the past five 
vertising and sales 
prior to that, he was associated 
with The Dayton Racquet Co.. 








R. R. HOVATTER 


Arcanum, Ohio, as sales and ad- 
vertising manager. 

Bill Sorgen was named to suc- 
ceed Mr. Hovatter in Louisville. 


SHIFTS IN WARREN 
TELECHRON SALES 


David Blair, formerly field 
manager for the Warren Tele- 
chron Co., Ashland, Mass., has 
been appointed sales manager 
of the company. H. E. Black- 
burn, Cleveland district manager, 
has been recalled to the home 
office to serve as assistant sales 
manager. R. T. Woodward has 
been transferred from Philadel- 
phia to act as district manager 
in Cleveland and R. J. Buckley 
of the home office sales depart- 
ment has been appointed district 





manager in Philadelphia. 


| 
| 
| 








years Mr. Hovatter has been ad- | 
promotion | 
manager for the company and | 








ALLISON MILLER NAMED 
ASST. SALES MANAGER 
DODGE TRUCK DIVISION 
Appointment of Allison Miller 
as assistant sales manager, Truck 
Division, Dodge Brothers Corp., 





MILLER 


ALLISON 


Detroit, Mich., has been an- 
nounced by L. D. Cosart, sales 
manager. Previous to his present 
appointment, Mr. Miller was 
Philadelphia regional manager 
for Dodge. During most of the 
16 years that he has been con- 
nected with Dodge, Mr. Miller 
has been in truck sales work. 
He has a_ thorough technical 
knowledge of truck construction 
matching his sales experience. 


PROCTOR GETS UNDER WAY 
IN NEW PHILA. PLANT 


All mitnufacturing facilities 
and offices of the Proctor Elec- 
tric Co. are now located and 
operating at the company’s new 
plant, 3rd Street and Hunting 
Park Avenue, Philadelphia, Pa. 
The new plant, which occupies 
360,000 sq. ft. and contains five 
buildings with a floor area total- 
ing 120,000 sq. ft., more than 
doubles present production ca- 
pacity of the company. 

The main building, a modern 
saw tooth structure, houses the 
company’s offices and manufac- 
turing machinery. A_ separate 
building is devoted to service 
department and warehousing. A 
third will be occupied by re- 
search and product engineering 
laboratories. 
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NO LOST-TIME ACCIDENTS 





L. M. Dexter, left, president, National Brass Co., Grand Rap- 





| 


ids, Mich., receiving safety award from Fred W. Pullen, chair- | 


man of the board, National Safety Council, in recognition of an 
entire year of no lost-time accidents. This means that during the 
entire year not a single employee in the National Brass plant 


was seriously injured. 








IGOE BROS. OPENS TWO 
NEW WAREHOUSES 


Igoe Brothers, Inc., 73 Metro 


politan Ave., Brooklyn, N. Y., 


has opened two new warehouses: 
one at 33 Jefferson St., Stam 
ford, Conn., and in Hawthorne, 
N. J. Both provide a footage of 
approximately 20,000 sq. ft. each. 
The new Stamford Warehouse 


will service Fairfield County, | 


Conn., and Westchester, Putnam 
and Duchess Counties, N. Y. The 
Hawthorne warehouse will serve 
Rockland and Orange Counties 
in New York and also a part of 
upper New Jersey. This gives 
Igoe Brothers a full coverage of 
New York metropolitan area. In 
addition to the new warehouses, 
the company has warehouses in 
Brooklyn, Hollis, and Manhat 
tan, N. Y., and Newark and As 
bury Park, N. J. 

The new branches will carry 
a full line of building materials 
and hardware specialties. Paul 
Gregory will be in charge of the 
Hawthorne branch and Irving 
Albrecht in charge of the Stam- 
ford warehouse. 


ST. LOUIS HARDWARE MEN 


PLAN BOAT TRIP 


The Greater St. Louis Retail 
Hardware Association and the 


Hardware Salesmen’s Association | 


of St. Louis will hold their annu 
al moonlight excursion, Wednes 
day, July 9, 1941. 
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Arms Dealers Must 
Renew Licenses 


Wholesalers and retailers who | 
buy or sell firearms and ammu- | 
nition and whose business is in | 
interstate commerce, must Tre- | 
new their license to do so un- | 
der the Federal Firearms Act, | 
on or before July 30, and pay a | 
$1.00 fee. | 








SOUTHERN SUPPLY ASSN. 


E. L. Pugh has been appointed 
secretary of the Southern Supply 
& Machinery Distributors’ Asso- 
ciation, effective July 1. He suc- 
ceeds Alvin M. Smith, Smith- 
Courtney Hdwe. Co., Richmond, 
Va., as secretary of the associa- 
tion. 

Mr. Pugh will continue his 
position as secretary of the 
Southern Wholesalers Associa- 
tion, an association of plumbing 
and heating supply dealers in 
the southeastern states and also | 
his headquarters at 314 Volun- 
teer Bldg., Atlanta, Ga. Prior to 
his becoming secretary of the 
Southern Wholesalers Associa- 
tion, he was associated with The 
Crane Co. in Atlanta. 


NAME NEW SECRETARY FOR | 








SERIOUSLY INJURED 





CHARLES H. BLACK 


President, Seattle Hdwe. Co., 
Seattle, Wash., and vice-presi- 
dent National Wholesale Hard- 


| ware Assn., who was seriously 


injured in an automobile acci- 

dent. R. C. Lenfesty of the 

company advises (June 16) that 

while the extent of Mr. Black’s 

injuries had not yet been de- 

termined he is in a serious con- 
dition. 








refrigerator parts, etc. 


SCRAP POTS AND PANS FOR DEFENSE 





(Wide World Photo) 


A six-day test campaign in Madison, Wis., and Richmond, Va., brought an over- 
whelming response from businessmen, housewives and school children, who mobil- 
ized pots and pans, particularly of aluminum, for defense. Madison, Wis., news- 
papers estimate that in that city alone, more than 60,000 pounds were collected 
during the campaign; pots and pans, radio parts and radios, aluminum milk 
bottle tops, vacuum cleaners, light fixtures, flashlights, toys, washing machines, 


Photo shows Richmond school children doing their bit. 
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UNIVERSAL’S GIFT CENTER PROMOTION 


A “Glamorous Giving” Gift Center is the creation of Landers, | 
Frary & Clark, New Britain, Conn., for a year-round gift sales 
promotion for weddings, anniversaries, birthdays, Mother’s Day, 


Christmas and other miscellaneous events. 


Each event is an- 


nounced with a change of cards and counter signs, thus minimiz- 
ing the difficulty of keeping Gift Center displays current and 
in accord with the various “Universal” promotions. First of 
these is the electrical “trousseau” with walnut-finish gift chest. 








“Bob” Baker Called to Service; 
Now a Major in Air Force | 


Robert H. Baker, vice-presi- 
dent and merchandise manager 
of the Fones Brothers Hdwe. Co., 
Little Rock, Ark., has received 
orders from the War Depart- 
ment calling him to extended 
active duty as Major in the Air 
Corps, beginning June 17. His 
assignment with the newly 
organized Ferry Command, which 
will have the full responsibility 
of getting the American-manu- 
factured airplanes out of the 
factories and delivered to points 
on the Atlantic Coast for over- 
seas destination. The Ferry Com- 


is 


MAJOR ROBERT H. BAKER 


mand will also be responsible 
for the operation of checking 
stations for pilots and mainte- 
nance of equipment to be in- 
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' 
| 
| 
| 
| 





stalled on the transcontinental 
routes to be used. | 

Henry Tucker, president of | 
Fones Bros., will assume super- | 
vision of the company’s mer- | 
chandise department in Major | 
Baker’s absence. 


NEW OFFICE BUILDING 
FOR CONGOLEUM-NAIRN 


Congoleum-Nairn Inc. has just 
completed a $100,000 addition to | 
general office building at | 
Kearny, New Jersey. The 
structure, comprising 13 private 
offices, two general office spaces, | 
an enlarged design department 
and pattern showroom, and an | 
executive conference room, will 
house the corporation’s general 
sales personnel. 

The exterior of the annex con- 
forms in architecture to the Co- | 
lonial design of the original office 
building, while the interior, 100 | 
per cent linoleum throughout, de- | 
picts the modern office applica- | 
tions of the company’s products | 
on floors, walls, doors, counter 
tops, etc. 


its 


WHITING STOKER ADDS 
PLANT BUILDINGS 

Whiting Stoker Co., 4711-19 | 
W. North Ave., Chicago, IIl., | 
has erected additions to its plant 
building stokers. A new two- | 
story concrete and brick con- 
struction with the addition of | 
a second floor on the ‘present 
one-story building increases ca- 
pacity 75 per cent, the company 
announces. 














new | 


, ‘VE noticed how 


fast and easy sales are made when mention of a product- 


name registers QUALITY with a customer. That’s why 
Union Hardware Chisels sell so profitably for so many 
dealers all over the country. For half a century, tool 
users have found these chisels so consistently well made 
that the mark “Union Hardware” is unquestionably 
accepted as an endorsement of the highest quality. 


Briefly stated, you find the reason why in the extra careful 
selection and processing of a special alloy carbon crucible 
tool steel—a tough, rust-resistant metal that keeps a keen 
edge Jonger even in cutting the hardest and coarsest 
grained woods. Structural solidarity and uniformity in 
strength and finish are assured by a new process of con- 
structing blade and socket in one piece. 


Union Hardware Chisels are made in standard blade 
widths in the following patterns: Socket Firmer, Socket 
Firmer Cabinet, Socket Pocket, Socket Butt and Socket 
Framer. Plain or bevel side edges, plain hickory or 
leather tipped hickory handles available. Your jobber 
can supply you. 


HARDWARE COMPANY 
aS EWE EY 


TORRINGTON. CONN. 


NEW YORK: OFFICE IST CHAMBERS 











ESTATE STOVE CELEBRATES ANNIVERSARY 


This display of an Estate range built in 1891 and a range 
of 1941 spotlighted the anniversary celebration of The Estate 
Stove & Range Co., Hamilton, Ohio. Employees and execu- 
tives of the company and guests attended the banquet in the 
new Estate warehouse,-with John P. Frey, president of the Metal 
Trades Department of the American Federation of Labor as 
guest speaker. The event commemorated the 50th anniversary 
of the conference agreements between the International Mold- 
ers’ and Foundry Workers’ Union of North America and the 
Manufacturers’ Development and Protective Association. The 


| agreement was signed in 1891 and in the 50 years since there 


| has never been a strike. 
| superintendent 








“Emeritus” 


Below are, left to right, David Black. 
of Estate, Mr. 


Frey, and David F. 


Kahan, president of The Estate Stove Co. 








New President, Coast 


Resignation of President Lu- 
cian Giles of the Builders’ Hard- 
ware Association of California, 
due to the pressure of personal 
business, caused the elevation of 
Vice-president Hal Roach of the 
Glendale Hardware Co. to the 
presidency. Leon Rope, Red 
Feather Materials Co., was duly 
elected to fill the unexpired vice- 
president’s term. Programs dur- 
ing the current term have all 
been predicated on making the 





Builders’ Hdwe. Men 


hardware merchant feel closer to 
his government. The principal 
speaker at the last session be- 
ing W. M. Wasson, of the United 
States Secret Service, whose main 
topic was how money was manu- 
factured and distributed. Ex- 
planation of what money had 
been discontinued recently, the 
characteristics of paper money 
and how to detect counterfeit 
meney was given in detail and 
illustrated by motion pictures. 
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OBITUARIES 





JOHN G. O'BRIEN 


John G. O’Brien, founder and 
president of the Rochester Sash 
Balance Co., Inc., Rochester, 





JOHN G. O’BRIEN 


N. Y., passed away June 11. He 
was 74 years old. Mr. O’Brien 
began his career in the sash bal- 
ance manufacturing business in 
1888 and in 1905 joined the 
Caldwell Mfg. Co. In 1912 he be- 
came a vice-president of the com- 
pany and in 1918, its president. 
In 1934 he left Caldwell to start 
his own business, the Rochester 
Sash Balance Co. His widow and 
a daughter survive. 


EDWARD G. BUCKWELL 
Edward G. Buckwell, formerly 


secretary and manager of sales 
of the Cleveland Twist Drill 
Company, died in Cleveland on 
May 28, 1941. At the time of his 
death, Mr. Buckwell was in his 
83rd year and still an active di- 
rector of the company. 

In the early nineties, Mr. 
Buckwell was a salesman for 
Sargent & Co., covering the South 
Atlantic States. Later, in Knox- 
ville, Tennessee, he engaged in 
the retail hardware business as 
a partner in the firm of Me- 
Clung, Buffet & Buckwell. He 
joined The Cleveland Twist Drill 
Company in 1899 and served as 
manager of sales until his retire- 
ment on Noyember 1, 1922. 


WILLIAM W. WILCOX 
William W. Wilcox, 79, chair- 
man of the board and president | 
of Wilcox, Crittenden & Co. | 
Middletown, Conn., until he re- 
tired last year, passed away, June 
12. Mr. Wilcox in 1885 became a | 
shipping clerk for Wilcox, Crit- | 
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by members of his family in 
1847, and worked in all depart- 
ments of the business before 
being elected president in 1917. 
He was made chairman of the 
board when he retired from the 
presidency in November, 1940. 
|He leaves his widow and a 
| daughter. A son, William W. 
| Wilcox, Jr., vice-president of the 
| company, died last year. 





F. DeWITT FULLER 
F. DeWitt Fuller, 60, retired 


tenden & Co., which was founded | 


| hardware man passed away re- | 


cently in Williamstown, Mass. 
| Mr. Fuller was for many years 
| associated with P. & F. Corbin, 
| first in its Boston, Mass., office 
|and for 14 years before his re- 
tirement last July, as its New 
York state representative with 
headquarters in Albany, N. Y. 
| His widow survives. 


WILLIAM H. BOWLES 


William H. Bowles, 66, former 
president of  Barker-Jennings 
| Hdwe. Corp., Lynchburg, Va., 
and for some years an official of 


the Virginia Wholesale Hardware | 


Dealers Association, passed away 
recently. Until two years ago 


Mr. Bowles was active in busi- | 


ness and civic affairs. 


JOHN T. MITCHELL 


John T. Mitchell, owner and 
salesman of the firm of John T. 
Mitchell Sales Co., Portland, 
Ore., manufacturers’ representa- 
tive, passed away May 17. He 
was 74 years old. Mr. Mitchell 
had been a hardware man for 
almost 55 years and was a mem- 
| ber of the Harpware Ace Fifty- 
Year Club. 








JOHN T. MITCHELL 








LOSSES 


From bulk selling of linseed oil 
are larger than you think! 





LOSSES from the old linseed oil 


drum are one of those things that go 
on and on—until you deliberately 
face the problem and do something 
about it. 

In bulk selling you're never sure that you sell all of what you buy, 
because there are such losses as come from over-measuring— 
losses from drips, leaks and foots. Then, too, the task of drawing 
oil from a drum means time lost from the sales floor. 


Thousands of 
retailers are 


switching to 


POL-MER-IK 
LINSEED OIL 
IN CANS 


BECAUSE it's the modern, profit- 
able way to sell linseed oil. With 
Pol-mer-ik in Cans they sell all the 
linseed oil they buy. There are no 
losses. They buy a gallon. They sell 
a gallon. The profits are sure and 
certain. With Pol-mer-ikin Cans you 
can display your linseed oil—make 
* more sales, easier and faster. 


POL-MER-IK's performance value 
equals its merchandising value. 
Pol-mer-ik is the better linseed oil 
that makes for better brushing, 
better levelling, finer luster and 
greater durability. It's the 10% of 
polymerized oil that gives Pol- 
mer-ik its greater value. Mail the 
coupon today. 








Get the complete story o. 
Pol-mer-ik in Cans—the 
profit maker in the 


linseed oil field. 


e the Story © 


Jwant more profits in 
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AND WROUGHT STEEL 


HARDWARE 


Quality Products 
Manufactured Since 1899 


Door Butts 
Strap and Tee Hinges 
Wrought Steel Shelf Brackets 
Safety Hasps and Hinge Hasps 
Ornamental Hinges 
Garage Door Hardware 
Screen Door Hardware 
Cellar Window Sets 
Back Flaps and Chest Hinges 
Corner Irons and Corner Braces 
Heavy Pressed Steel Door Handles 


Barrel Bolts 


All Are Available Through Progressive 
Jobbers 


RIFFIN 


anufacturing Company 


ERIE, PENNSYLVANIA 


. 








AGENTS: 
BOSTON: 100 Purchase St. 
SAN FRANCISCO: 703 Market St. 


NEW YORK: 45 Warren St. 
CHICAGO: 162 N. Clinton St. 














TWO NEW DIRECTORS 


At the recent stockholders’ 
meeting of the Belknap Hdwe. 
& Mfg. Co., Louisville, Ky., 








GEORGE WHITE 


George C. White and Berl Boyd 
were elected directors and the 
| following officers and directors 
| were reelected: 

| Charles R. Bottorff, president; 
Luther Stein, vice-president; 
| Charles B. Price, vice-president ; 





Henry B. Heyburn, vice-presi- 
dent; Dara E. Cross, vice-presi- 
dent and treasurer; William C. 
| Gibson, vice-president; Lewis 
| Herndon, vice-president; Innes 
W. Dobbins, vice-president; E. 
A. Converse, Jr., secretary; Her- 
| bert W. Spencer, assistant secre- 
| tary; Alexander Heyburn, as- 
sistant treasurer; Robert E. Hin- 
man; Bernard G. Marshall; 
Charles A. Gage; G. E. Me- 
Makin; Glenn R. Brewer; Harry 
S. Perkins; Charles W. Allen; 
Arthur D. Allen; Wiley B. Bryan, 
and William B. Belknap. 


George White, new director, 


| 
| 
| 


has been associated with Belknap 
since 1916, his first duty being 
that of assembling screen door 
in the 


builders’ hardware 


sets 


ELECTED FOR BELKNAP 


department. He then _ succes- 
sively became office messenger, 
stock taker, order clerk, and 
special checker. In 1920 he was 
transferred to the automobile 
accessories buying department 
and from 1921 to 1924 traveled 
as a specialty salesman of auto 
tires and accessories. In May, 
1924, he became buyer of that 
department and in 1939 the buy- 
ing of cutlery was added to his 
duties. 

Mr. Boyd, the second new 
director, became associated with 
the company in 1924, having 
previously practiced law. His 
first duties were as clerk in the 
credit department. He later be- 
came collection manager, and is 
today manager of credits. He is 
president of the Louisville Credit 
Men’s Association. 


JOBBER SHOWS 
REMINGTON FILM 


The McLendon Hdwe. 
wholesale firm, Waco, Tex., on 
May 30 assembled a group of 
60 hardware dealers for a show- 
ing of the Remington Arms Co.’s 
talking film, “One Man Listens.” 
Some of the dealers traveled 100 
miles for the showing, which was 
held in the company’s sample 
room, and all found it intensely 
interesting. The film was pre- 
sented under the direction of 
Messrs. C. F. McCubbin and D. 
Lee Braun, Remington repre- 
sentatives. Refreshments and 
sandwiches were served. 


Co., 





Customer Not 
Negligent 
A customer was hurt when he 
fell into an unguarded excavation 
at a Florida business place. 
Under the law in Florida and 
most other States, if a person 
thus hurt was himself negligent 
and contributed to his own in- 
juries, he cannot make the busi- 








| BERL BOYD 


ness house pay for them. Dis- 


| cussing this point in the Florida 
| case, the Federal court said: 


“It is contended that the cus- 


| tomer contributed to his injuries 
|in that he 


knew or could have 


known of the excavation and 


| that, therefore, he is barred by 
| law 


recovering financial 
The persons in 


from 
compensation. 


| charge of the place owed him the 
| duty of keeping the premises in 

a reasonably safe condition. It 
| is not contributory negligence to 
| fail to. look out for danger when 
| there is no reason to apprehend 
| any. 


” 


The business house paid. 


HARDWARE AGE 
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More Sales and Profits 
with TRIPLEX 


Cap and Set Screws 


Be ready to supply much needed parts when 
temporary shortages of cap and set screws 
occur in your local plants. It’s a service your 
customers appreciate—and you make extra 
sales and profits. 


TRIPLEX standards assure you and your 
customers the benefits of accurate forming, 
clean threading, correct finishing and heat- 
treating. From exacting steel specifications 
to final inspection, the TRIPLEX plant is 
under modern quality controls. Besides 
Cap and Set Screws, there’s a full line of 
TRIPLEX Bolts and Nuts in all wanted 


and prices. 


styles and sizes. Write today for samples 


The Triplex Screw Company 
5317 Grant Ave. Cleveland, Ohio 


CAP AND SET SCREWS, BOLTS, NUTS AND RIVETS 


*% Millions Sold + + + Used in Every Industry * 








JUNE 26, 1941 














MORE CUSTOMERS 
...-MORE SALES! 


Farmers, factory workers, fish- 
ermen, painters, ship operators, 
shop keepers and shippers, in 
fact practically everyone in every 
territory is a prospect for one 
or more of these fast-moving 
products. American Rope and 
Cordage is a most desirable line 
requiring but small capital in- 
vestment and having quick turn- 
over and good profits. 





American Manufacturing Company has had fifty years 
experience in making manila, jute and sisal products 
and is today the world’s largest producer of cordage. 
The American Line is complete, with every product 
designed to give the greatest service and satisfaction to 
users ... the greatest possible volume and profits to 
American Dealers. 


Order the stock of American Cordage suited to the needs 
of all your customers. Benefit by a single source of 
supply ... one order, one shipment. “Go American” 
today ... and profit. 


AMERICAN 


ROPE e TWINE ¢ OAKUM ¢ PACKING 


/ Look for the red and gteen markers. 
The Only Full Line From One Source of Supply 


Coarse Polished Twines 
Fine Unfinished Twines 


Coarse Unfinished Twines 


Ameo “All-Weather” 
Manila Rope 


American “Superior” 
Manila Rope 


American Manila Sisal Twines 


Transmission Rope 


2 = a “Royal” 
American “Superwear Plumbers’ Spun Oakum 
Manila Drilling Cables : 

“Spartan” Sisal Rope ee ~ cae 
Anchor” Sisal Rope “Eagle” Twisted 


Fine Polished Twines Jute Packing 


AMERICAN MANUFACTURING COMPANY 
NOBLE AND WEST STS., BROOKLYN, N. Y. 
Western Factory 


ST. LOUIS CORDAGE MILLS, St. Louis, Mo. 
BOSTON BALTIMORE PHILADELPHIA CHICAGO 
NEW ORLEANS HOUSTON 
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Aluminum levels. 
Friction tape. Rubber tape. 
Agric. rubber belts. 

Tracks and hangers. 
Some casters. 
One line bicycle tires. 
Glass ventilators. 
Stainless steel flatware. 
Conductor hooks, strainers. 
Carpet tacks. Lasts, stands. 
Life preservers, buoys. 

Some fire extinguishers. 
Some fishing rods. 
Some toys. 


Pliers, wrenches. 
Some builders, shelf hardware. 
Hot water heaters. 
Tubular plumbing brass. 
Some elec. refrigerators. 


Some door closers. 

Some lines motor oil. 

Some wash boards. 

Some silver plated ware. 

Table oil cloth. 

Wire rope clips. 

File handles. 

Some hand tool grinders. 
Cap screws. 

Asbestos paper, board. 

Galv. poultry netting. Fur farm nettings. 

Hardware cloth. Wire screen cloth. Some toys. 

Wrought washers. 

Some steel goods, handles. 

Rubber plumbing specialties 

Sash cord. Cotton wrapping twines. 


Rubber tubing. Steel cotters, etc. 


Insulated jugs. 


ADVANCES 


Stillson pattern wrenches. 
Some light fixtures. 
Some fire exit devices. 

Some flashlight batteries. 
Sash balances. 


Wood screws. 


Copper rivets, burrs. 





Steel Goods — Union Fork & Hoe 
Co., Columbus, Ohio, withdrew prices 
on steel goods as of June 9. 

7 7 > 

Aluminum levels—Prices have been 
advanced about 20 per cent by leading 
makers. 

* . > 


Wrenches—leading makers of Still- 


son pattern wrenches have advanced 
prices about 5 per cent. 
. * . 


Friction tape—As of July 1, some 
makers will advance prices two cetits. 
> . . 

Rubber tape—An advance of one 
cent will be made on July 1 by some 
makers. 

. * > 


Lighting fixtures—Lighting fixtures 
of various types have been advanced 


about 10 per cent by some makers. 








Rubber belts Some 


agricultural rubber belts have advanced 


makers of 
prices about 10 per cent. 
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Marine hardware—Prices on ma- 
rine hardware lines were withdrawn on 
June 2 by one maker. , The company 
advised the trade that orders here- 
after will be subject to prices at time 


of shipment. 





ADVANCES 
EXPECTED 


Cut shellac. 
Cutlery. 


Some chain lines. 





Track and hangers—On June 10 
one line of track and hangers was ad- 
vanced 7 per cent. 

* * - 

Flashlight batteries—Private label 
flashlight batteries have been sharply 
advanced. 

a * a 

Casters—Some makers recently ad- 
vanced prices on casters about 10 per 
cent. 









Fire exit devices— On June 2 a 
further advance on Von Duprin fire 
exit devices was reported, the advance 
being about 10 per cent. 

* * * 







Door closers—On June 11 one line 
of door closers was advanced about 






$'% per cent. 






* * * 





Sash balances—FEarlier this month 
some lines of sash balances were ad- 
vanced from 714 to 10 per cent. 

= ” * 

Bicycle tires — Effective June 2, 

Pharis Tire & Rubber Co. advanced 


prices about 10 per cent on bicycle 










tires and tubes. 
* * * 






Motor oil—On June 2 some lines 


of motor oils were advanced four cents 







pei gallon. 





* * * 


Thumb tacks — On June 12 one 
maker withdrew all prices on its thumb 








tack lines, because of increased costs. 
New prices will soon be is:ued. 
8 * * 
























Glass ventilators — Some leading 





makers of glass window ventilators this 
month announced price increases aver- ( 
aging about 20 per cent: 

* * * 

Wash boards — Increases on some Cc 
special brand wash boards, received by bi 
distributors, about June 15, may fore- sa 
cast further increases. Early changes Ww 
have been about 7% per cent. 8 to 

** @ e ar 

Stainless steel flatware—Advances i 
of about 12% per cent were made on ‘ : 
June 1. Wholesalers report that sup- B bl 
plies are increasingly difficult to obtain. or 


. &°s SC 
Silver plated ware—Silver plated as 





lines are very hard to get, because ty 
nickel silver is practically off the mar- x 
ket. Some items of one line have been = 
advanced about 10 per cent. . 

( 





DECLINES 


Certain hand tool grinders. 
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Colon 


Color comes to builders’ hardware and 
brings you a whole new field for better 
sales and better profits! You can sell it 
with enthusiasm because it will appeal 
to your customers more strongly than 
anything you’ve handled in a long time. 

Lockwood gives you Patrician in 


seven highly salable colors ivory, 
black, blue, green, yellow, red, and 
orchid to accent any decorative 
scheme in homes, offices, and institu- 
tions. All colors are available in two 
types of plastic knob bodies — plain or 
turned. Metal tops are available in 
several patterns and finishes. 

For further variety, Leckwood gives 
you Plastelle escutcheons in plastic 





»»»- TO YOUR CUSTOMERS 


seven colors to match or contrast with 
Patrician knob bodies; with metal in 
serts to match or contrast with Patri- 
cian metal tops. 

This is thoroughly practical hard- 
ware, built to the high standards you 
expect from Lockwood. Knob Lops, 
bodies, escutcheons, and inserts are in- 
terchangeable a fact that cuts down 
your investment and increases your 
turnover. 

Architects, builders, and home own- 
ers throughout the country have taken 
heartily to Patrician and Plastelle. We 
should like to tell you more about them 
and the other outstanding Lockwood 
developments in builders’ hardware. 


Lockwood is advertising Patrician 
Plastelle to leading architects all over 
the country full pages in full color in 
architectural publications. 

Lockwood Hardware Mfg. Co., Di- 
vision of Independent Lock Company, 
Fitchburg, Massachusetts. 


Liberal use of plastics in build- 
ers’ hardware will release impor- 
tant metals for defense production. 


Lockwood is ready! 


ANOTHER DEVELOPMENT IN 


LOCKWOOD 


BUILDERS’ HARDWARE 

























INDEPENDENT Lock Co 
FITCHBURG. MASS 


All Ready to go to Work 
in your store... 


This ILCO salesmaker earns its keep from the day 
it arrives in your store! It practically reaches down 
from your shelves and buttonholes every customer. 
It sells padlocks for you—ILCO padlocks—at a 
good profit. 

Look at those colors—how could anyone miss it? 
Yet it doesn’t rob any valuable space from your 
counter. Hang it up on your shelves—screw eyes 
are all furnished. It’s out of the way, in plain sight 
and handy! 

Spring and summer bring plenty of uses for new 
padlocks. This ILCO display will fetch you a big 
share of those sales. Get yours now! If your jobber 
can’t supply you promptly, write us direct. 


INDEPENDENT LOCK COMPANY 


Fitchburg, Massachusetts 


Branches in all Principal Cities 


Big Assortment - - 12 ILCO Padlocks 


- - - To retail up to $2.00 - - - 





No. 324 No. 317 No. 324C 
314 314A 320G 
337B 327 373 
310 315 384 





GOOD PROFIT MARGIN 
DISPLAY BOARD 
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PRICES 
WITHDRAWN 


One line steel goods. 
hardware. 

Thumb tacks. Galv. oil cans. 

One line card tables, chairs. 


Marine 





Galv. oil cans—One, two, three and 
five-gallon galvanized oil can prices 
have been withdrawn by some makers. 
Prices, in effect at time of shipment, 
will be charged. Shipments are get- 
ting slower, some concerns already re- 
quiring 60 or more days. 


* * * 


Table oil cloth — Effective June 1. 
some makers of table oil cloth and 
shelf trimmings increased prices about 
5 per cent. 

* * * 

Rubber tubing Some manutac- 
turers of red and white rubber tubing 
have advanced prices about 10 per 
cent. Instead of quoting, for a quar- 
terly period, all figures now are subject 
to change without notice. 

oe * * 

Steel cotters, etc. — Effective last 
week, leading makers of cotter pins, 
spring keys and cellar box cotters with- 
drew former prices, announcing in- 
creases of approximately 10 per cent. 
Except for a revision of about 10 per 
cent late in 1939, this is the only 
mark-up in cotter pins in a lopg time. 

* * * 

Heat-proof glassware Leading 
manufacturers of advertised glass cook- 
ing wares are still handicapped by the 
continuance of the western borax 
strike, which interrupts the supply of 
this essential component for all heat- 
proof glass. No early relief in the 
situation seems yet promised. 


* a * 


Wire rope clips—At varying June 
dates, some manufacturers of malleable 
wire rope clips increased prices above 
previous schedules, about 12 per cent 
on sizes 3/16 to 1 inch, inclusive, and 
about 25 per cent on the larger 1% to 
2-inch sizes. 
ic * * 


Carpet tacks Advances of ap- 
proximately 12 per cent have been 
made by leading makers of carpet 
tacks. The prices on assortments were 
advanced approximately 8 per cent. 

* * * 


Lasts and stands — One manufac- 
turer has advanced prices on lasts and 
stands about 10 per cent. 

* * * 

File handles One manufacturer 
has advanced prices on file handles 
about 10 per cent. 
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Life preservers, buoys — An ad- 
vance of about 10 per cent has been 
announced by one maker of cork and 
kapok approved life preservers and 
about 5 per cent on cork ring buoys. 

ob ~ ae 

Hand tool grinders—Some models, 
in one line, have been reduced about 
10 per cent. Other numbers have ad- 
vanced from 5 to 10 per cent. 

* a * 

Card tables, chairs — Because of 
difficulty in obtaining steel needed to 
make its line of card tables and chairs, 
one manufacturer has withdrawn prices. 
Orders will be accepted only at prices 
quoted at time of shipment. 

a * ok 

Fire extinguishers—One maker has 
advanced prices on 2'4-gal. foam type 
extinguishers about 744 per cent; 2%4- 
gal. soda and acid, about 9 per cent. 
No change was made on 1-qt. carbon 
tetrachloride extinguishers. 

oe cd ae 

Radio sets—Radio makers are hard 
pressed for materials and labor, and 
except where they can obtain defense 
contracts for such lines as announcing 
or signal systems, may have to insti- 
tute a part-time shutdown. A scarcity 
of “private” radio sets for next fall 
and winter is certain. 

a ok * 

Cap screws — Base prices on cap 
screws were advanced by leading mak- 
ers. Base discounts are: cap screws, 
hex head, 64 per cent; fillister head 
cap screws, 51 per cent; flat head cap 
screws, 36 per cent, and hex head brass 
cap screws, 50 per cent. 

w * mH 

Fishing rods — Effective June 10, 
advances ranging from 7 to 10 per cent 
on steel fishing rods were announced 
by. some makers. Jobbers have been 
notified that the lower priced steel rods 
in the Jas. Heddon’s Sons line are be- 
ing discontinued. 

* * * 

Insulated jugs — Effective June 1, 
a 12% per cent increase reported by 
some manufacturers of insulated jugs 
reflects higher costs, as well as slow- 
ness of deliveries, both on the metal 
parts, and on the crockery linings. Most 
lines of insulated jugs now are showing 
the substitution of plastics and _ steel 
for aluminum, in the trim. 

* * * 

Asbestos paper and board — Ef- 
fective June 2, leading manufacturers 
raised prices 55 cents per 100 pounds 
on asbestos paper of all weights, in 
standard rolls, with a similar increase 
on asbestos mill board, thicknesses 
1/16 to % inch, inclusive, in standard 
sheets and packages. 

a a - 

Red rosin sheathing — Recent ad- 

vances in paper stock have totaled $3 


to $5 per ton, and as leading mills pro- 
ducing rosin-sized sheathing are some 
8 to 10 weeks behind on deliveries, they 
are accepting orders only subject to 
prices ruling at time of shipment. 

aS oa * 

Toys Jobbers report that some 
makers of toys and games are return- 
ing orders daily, as they are out of 
many items, and are accepting no fur- 
ther orders. Since the Toy Show, from 
one to three advances have come from 
some factories, totaling 5 to 20 per 
cent—together with a number of can- 
cellations. 

* x os 

Barbed wire—Supplying the usual 
requirements for barbed wire brings 
a heavy drain upon the limited avail- 
able zinc supplie:, and mills have been 
casting about for substitute finishes. 
One leading company is starting to use 
a special coating reported as largely 
lead, both for barbed wire and fencing. 
In the western plains states, there is a 
rapid increase in the use of painted 
barbed wire. 

oe K * 

Poultry netting, etc. Effective 
June 9 a further advance on 19 and 20 
gage galvanized poultry netting has 
been announced by some makers. The 
current increase on galvanized-after 
and galvanized-before netting is about 
5 per cent. Some makers are now offer- 
ing only galvanized-before netting, to 
conserve spelter. A slight change was 
announced by some manufacturers on 
18 gage and heavier fur-farm nettings. 
The current increase is only '% discount 
point over the February schedules. 

oa « * 

Standard hardware cloth — With 
all manufacturers experiencing more 
and more difficulty in keeping up sup- 

(Continued on page 58) 








Largest Contract Volume 
In 11 Years Reported 


May construction contracts 
amounting to $548,700,000 were re- 
ported for the 37 eastern states 
territory of F. W. Dodge Corp., 
New York City. This total, larg- 
est monthly figure since June, 1930, 
was 35 per cent over April, 1941, 
and 65 per cent greater than May, 
1940. Activity, at a record rate 
for the post depression era, con- 
tinues both in public and private 
ownership construction. Public 
ownership projects in May ac- 
counted for $254,836,000 or 46 per 
cent. Private ownership construc- 
tion, however, including many in- 
dustrial plant projects to be 
erected for defense production, 
maintained its dominant position 
with a dollar volume of $293,864,- 
000, or 54 per cent of the month’s 
total. Continued small-house ac- 
tivity at high levels is indicated. 
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THE REASON WHY | 


HIS PLIERS ARE 
KLEIN’S 





"Since 1857”’ 


[+s more than chance—more than habit that 
places Kleins in the hands of electricians— 
everywhere! 

Compared to mass production methods, the 
Klein craftsmen way of building each plier in- 
dividually may seem unnecessarily slow—un- 
necessarily painstaking. But the truth remains 

there is no other way to produce a plier of 
br Klein quality. And the slight additional cost of 
et Tool Guide a pair of Kleins is a small price to pay for the 


will be sent on ° 
request. plus service they render. 





DISTRIBUTED THROUGH JOBBERS 
Foreign Distributor: 
International Standard Electric Corp., New York 


WELLER om OLE ENoo & Sons 









| Cc. P. BIGLEY, owner 











of Bigley’s hardware, Mau- 
mee, Ohio, was born in 
1870 and celebrated his 
71st birthday on February 
13th. This year also ma ks 
his 55th aniversary in the 
hardware business. Mr. 
Bigley entered the ha:d- 
ware field in 1886 and 
worked for his father until 
1901 when he purchased a 
hardware store in Hunts- 
ville, Ohio. About two 
years later he purchaser a 
hardware stock at Liberty 
Center, Ohio, and in 1907 he moved to his present loca- 
tion in Maumee. The brick building which houses the 
store has been identified with the hardware business for 
over 80 years and was purchased by Mr. Bigley in 1912. 
Mr. Bigley was a member of the Maumee City Council 
from 1932 to 1934. He is also a member of the Methodist 
Church and has been its treasurer for the past 15 years. 
He has been a member of the Odd Fellows for 47 years; 
and has been a Mason since 1910, treasurer of the 





Cc. P. BIGLEY 
and Mrs. Bigley 
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Hardware Age so 


Fifty Year 
Club 


Masonic Lodge for 12 years and treasurer of the Royal 
Arch Masons for a similar period. His hobbies are 
selling hardware and traveling. And it might be added 
that he has been a reader of HARpwaRE AGE for 50 years. 


SAMUEL B. SMITH, sec- 
retary and sales manager of 
the Steinman Hardware Co., 
Lancaster, Pa., wholesale hard- 
ware distributors, is 66 years 
of age and has been in the | 
hardware business with the 
firm for the past 50 
years. Mr. Smith was born in 
1875 and on April 1, 1891, at 
the age of 16, joined the forces 
of the Steinman Hardware Co. 
as a cashier. He later became 
manager of the firm’s stove 
department, a position he held 
until he became treasurer of 
the company. When the late 
S. Z. Moore took over the firm, 
Mr. Smith was made secretary 
and sales manager. On the evening of March 24, he 
was tendered a surprise party in honor of completion 
of a half century of service with the company. Mr. 
Smith has been director of the choir of Grace Lutheran | 
Church for the past 25 years. He is a past Grand Tall 
Cedar of the Tall Cedars of Lebanon, past president of 
the local Kiwanis Club, is an active Mason, a member 
of B.P.O.E., a member of the board of directors of the 
Meadia Heights Golf Club and secretary of the Pennsyl- | 
vania Wholesale Hardware and Supply Association. 


same 





SAMUEL B. SMITH 
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They Have Special Selling 
Features for You..... 


UIKWERK TOOLS will appeal to your 

trade because they ‘look like big value 
... AND THEY ARE. Another easy to rec- 
ognize feature among the many Quikwerk 
qualities is their perfect balance. Further- 
more, Quikwerk Tools last longer since 
they are made of selected steel, forged 
under metallurgical control, and manufac- 
tured to close specifica- 


Look For <quikwerk Tools 
in Your Jobbers’ Catalogs 

















tions which have proved 
most suitable. You can’t 
give your customers 
better heavy hand tools; 
hence, always select 
Quikwerk Tools from 
your jobbers’ catalogs. 





WARREN TOOL CORP. 


CO 8: 


WAR & ER 





NO. 84 





DOUBLE FACE 
BLACKSMITH’S SLEDGE 
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New and Improved Merchandise—Dis play Helps—Sales Literature— 


Window Trims—New Packages—New Colors—Catalogs 


Kelvinator Refrigerator 


One of two new refrigerators an- 
nounced by the Kelvinator Division, 
Nash-Kelvinator Corp., Detroit, Mich., 








is the C-6 priced at $124.95, which 
offers an easy step-up from the low 


priced leader model, SS-6, selling for 
$119.75. In addition to having all the 
basic feature; of the SS-6, the C-6 offers 
the new stainless steel door opening 
trim and a_ porcelain-covered sliding 
crisper. Has 6% cu. ft. capacity, shelf 
area of 11.8 sq. ft. and freezing capac- 
ity of 84 cubes. 


“Birdseye” Floodlight 


The new “Birdseye” floodlite de- 
signed for general lighting purposes is 
said to deliver a concentrated flood of 
light m ‘a medium beam that is espe- 
cially effective in applications requir- 
ing intense illumination for exacting 
work. The floodlite is essentially an 
incandescent filament bulb with a lin- 
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ing of pure silver sealed inside to form 
a reflecting surface which, maker states, 
cannot be dulled or tarnished by dust 
or fumes. For localized lighting to 
supplement general illumination, a de- 
tachable swivel socket focuses the light 


exactly where needed. The floodlite 
is made in the “RE” short bulb, in four 
sizes and four separate voltages, from 
100 to 300 watts, and 110 to 125 volts. 





Birdseye Lamp Sales Division, Wabash 
{ ppliance Corp., 335 Carroll St., Brook- 
lyn, N. Y. 


Popcorn Serving Bowls 


Snack Set No. 50—consists of large 
5-qt. metal bowl and four individual % 
qt. metal serving bowls. All done in 


—SS—— 
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“Gay-Hue” colors. Each set packed in 
carton. One counter display card with 
each case of six sets. U. S. Mfg. Corp., 
Decatur, Ill. 


Plastic Wall Protector 

A new, patented, plastic “Protect-o- 
shield” with switch plates to match, is 
being marketed by the Gits Molding 


Corp., 4900 Huron Street, Chicago. 
These wall protectors are molded of 
lustrous colored plastic to harmoniously 


compliment any color wall paper. In- 
stallation is so quick that any home 
owner can install them. The brass 
switch plate is removed and either re- 
placed with a plastic switch plate to 
match the wall shield being installed, or 
merely screwed back into position after 
the wall shield has been placed under 
it. Shield is held in place by the switch 
plate. “Protect-o-shields” retail for 25 
cents in single gang size and 35 cents 
in double gang. Switch plates retail for 
10 cents each. Switch plates are also 
available in a new luminous plastic, 
which shows in the dark, retailing for 
20 cents each. 
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Furniture Cleaning Kit 


The “Whiskit” contains 
the housewife needs for removing al- 
cohol or water stains, heat rings, 
scratches; and for giving furniture fin- 
ishes a hard, oe lustre. In 
the “Whiskit” are: bottle of 
“Whisk Furniture 


one OZ. 


Kleen” 


for cleaning 





and conditioning the surface; one 2 oz. 


jar of “Whiskreme” for removing furni- 
ture blemishes; one 8 oz. bottle of 


“Whisk” furniture polish for giving the 
finish a hard, smooth lustre; and two 
cloths for applying and polishing. Made 
to sell at $1.25 complete. The color 
of the carton is mahogany, tur- 
quoise and white and is printed in only 
Three white panels in the 
form of arrows carry copy which, when 
the carton lid is opened and set up for 
display, is appropriately directed to, the 
respective products below. Carrying the 
mahogany color scheme to the individual 
product labels, gives a family resem- 
blance and identity which is important 
when considering separate purchases of 
any of the individual products. Whisk 
Company of New York, Inc., 
wich St., New York City. 


scheme 


two colors. 


Foto-Electric Football 


Player calls own play. Opponent se- 
lects his defense—Defense and offense 
shift in any direction desired. Then mag- 
ically you see the play—see the ball car- 
rier start, dodge through the line, escape 
tacklers until finally stopped. The gain 
or loss is recorded on the playing field 
and the game goes on. Cadaco-Ellis, 
Inc., 


Merchandise Mart, Chicago, Ill. 
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everything | 


801 Green- | 


NOW! a complete 


SELECTION OF BOTH 


Open and Enclosed 
SPIRAL SCREW DRIVERS 


SIMPLE, EASY ADJUSTMENTS... 
WELL-BALANCED ... BUILT TO LAST 


To meet the demand for the ordinary type of Spiral Screw Driver, 
a new Screw Driver with an open spiral has been added to the 
Greenlee line. This new Open-Spiral Screw Driver does not 
have the outside covering sleeve of the Greenlee Enclosed-Spiral 
Screw Driver, but it does have the same quality workmanship 
and materials and the same type of long-wearing phosphor 
bronze drive nuts. All adjustments are simple and positive 
with locking for the final drive of the screw quickly done 
Shown here is a view of the 
two phosphor bronze drive 
nuts, formed under a pres- 


by turning a knurled lock collar. Now, with the Greenlee 
Line of Spiral Screw Drivers, you can sell the customer 
who wants the popular Greenlee completely enclosed 
sure of 100 tons, that are used 


type o! spiral screw driver or the customer who prefers a 

high-quality conventional open spiral. 
in both types of Greenlee 
Spiral Screw Drivers. The 


principal wear on any Spiral 
Screw Driver is ordinarily on 
the drive nuts and the spiral, 
and these long-wearing nuts 
insure maximum service 














— 





@ COMPLETELY 
ENCLOSED 


@ DIRT CAN'T 
GET IN 


@ NO PINCHING 
OF FINGERS 


Here’s the fast-selling Greenlee Spiral Screw Driver de- 
signed with a completely enclosed spiral, which fully 
protects the working parts at all times. The enclosed 
spiral keeps dirt and grit out, permits a full grip of the 
guiding hand, prevents pinching of the fingers, per- 
mits more thorough lubrication of, the tool, and pre- 
vents oil from dripping on the work. 


Write For New Catalog 3S 


These Spiral Screw Drivers are but 
part of the complete line of Green- 
lee Tools for the Woodworker, Elec- 
trician and Plumber. This complete 
line of Greenlee Tools .. . tools easy 
to sell, and tools that stay sold... 
can mean extra sales for you. Write 
today for our new Catalog 33. 











GREENLEE TOOL CO. 


1715 Columbia Ave., Rockford, Ill. 
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° BELOW 


ZERO 


IS THE ACID TEST 
OF AXE QUALITY 


> 





THAT’S WHY 
VAUGHAN’S SUB-ZERO 
AXE SELLS ON SIGHT! 


The only are 


with all these features— 
yet costs no more! 


1. An entire blade of high grade 
tool steel, selected for its cutting 
qualities. 

- Tough Steel Head. 

- Patented electric fusion process 
followed by a special double heat 
treatment. This process, exclusive 
with Vaughan, makes a true SUB- 
ZERO AXE. 

4. No finer Axe at any price. 

. Custom Built for cold climates. 

. Designed for chopping at tem- 
peratures as low as 50° below 
zero. 

7. It takes less strokes with a 
VAUGHAN SUB-ZERO AXE. 
The thin blade is the reason. 

8. Vaughan's exclusive new and dis- 
tinctive striped finish on the 
head. Trade Mark Reg. U.S. Pat. 
Off. Furnished in all standard 


patterns. 


WRITE YOUR 
VAUGHAN & BUSHNELL 


WP 


ou 





JOBBER! 


MANUFACTURING COMPANY 


2114 CARROLL AVENUE CHICAGO, ILL 














HATS NEW 





New Crimped Designs 
In Pre-Finished Metals 
The introduction of several interest- 


ing, new crimped designs in American 
Bonded pre-finished metals has been an- 





nounced by the American Nickeloid Co., 


Peru, Ill. One of these, termed a 
“7/16 in. crimp,” is available in hori- 
zontal, diagonal, square, and diamond 
patterns in a variety of metal thick- 
nesses. Sheet size available in most pat- 
terns up to 24 by 36 in. The second de- 
sign, termed an “oval crimp,” is intro- 
duced in two widths—% in. and 3/16 
in. leng, continuous coils, and in gauges 
ranging from .010 in. to .015 in. Both 
crimps are offered in bright or satin 
finishes of nickel, brass, chromium, or 


copper electro-bonded to basic metals of 
steel, zinc, or brass. The rounded con- 
tour of the oval crimp makes it very 
adaptable for inlay purposes. The 7/16 
in. crimp is being offered for a variety 
of purposes including reflectors, stove 
pads, electrical appliances, display 
stands, signs, and any application that 
requires a new decorative treatment, 


Consists of usable articles modeled ex- 
actly after the large articles. Set includes 
a clothes rack, ironing table, clothes 
basket, washboard, wash tub and wash 
bench and comes in two sizes: for 
children two to five years and six to 
12 years. Articles are of sturdy con- 
struction. The Federal Washboard Co., 


75 East Jackson St., Chicago, Ill. 











Sign Writer’s Kit 


Contains two jars of “Drawlet” show- 
card color and one jar of waterproof 
black ink. Three pens on the left of 
the group are Coit pens, sizes % in., 
\% in. and % in., for making the figures 
in prices. Rest of the pens in holders 
are “Drawlet” lettering pens in various 
sizes which are used for lettering on the 
signs. In front of box is a 12-in. ruler, 
a scratch knife in a holder, for erasures, 
and five additional lettering pens. In 


upper right hand corner is a supply of 
cards for making actual signs or for 
practice work. Included also are lay- 
out masks which enable the amateur 
sign writer or student to make a show 
card of professional appearance since 
the masks mechanically provide all the 
essentials of good lay-out such as pro- 
portion, spacing, design, etc. They also 
indicate the proper pen to use for each 
height of letter. Also contained is a book 
of instructions. Kit sells for $6.00. 
Esterbrook Steel Pen Co., Camden, N. J. 
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Cold Rolled Stove Pipe 


Sheet Metal Specialty Co., Pittsburgh, 
Pa., announces cold rolled stove pipe of 
grain 


finer structure and a_ highly 





polished surface. A protective coating 
is applied by a _ secret annealing 
process recently developed, to give the 
sheets a distinctive deep blue color. 
Stove pipe fabricated from these pol- 
ished blue sheets is said to have im- 
proved protection against discoloration 
from handling or corrosion, and tests 
show it can be heated to 1250 deg. F. 
without impairing the uniformity of the 
color. A new catalog, describing the 
complete line of Follansbee Forge stove 
pipe and fittings, illustrating “quick 
lock” and “security lock” methods of 
closing, and listing gages, sizes and 
shipping weights, is available. 





Self-Starting Wall Clock 
and Free Display 
The wall clock, “Dunbar” has case of 


moulded plastic with graceful forward 
tilt for easier time telling. It is 7 in. 





high and has current interruption sig- 
nal, red sweep second hand, black nu- 
merals and hands, polished bezel. Back 
of clock is recessed to conceal shortened 
cord when clock is mounted directly 
Comes in ivory, red, green 
Display 


over outlet. 
or white, and retails for $3.95. 
is of all-metal construction and revolves 
at touch of finger. Three-sided, it ac- 
commodates any 7 Westclox wall clocks. 
Stands 24 in. high, requires only 12 by 
12 in. counter space. Display finished 
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in neutral ivory color with attractive 
red and ivory name plate. Cords con- 
cealed inside drum. Free with six or 
more electric wall clocks, the assort- 
ment to include the “Dunbar.” West- 
clox, Division General Time Instru- 
ments Corp., La Salle, Tl. 


‘“*Par-A-Shoot” Target Game 


Targets are a formation of enemy 
dive bombers in attack. When a hit 


is scored, a mechanical device catapults 
the stricken plane from the sky and its 
pilot “bails out” and floats slowly to 
earth via parachute. Planes are marked 





for scoring. Complete with pop-gun and 
corks for ammunition. Baldwin Mfg. 
Co., Inc., 361 Stagg St., Brooklyn, N. Y. 





Refrigerator Deodorizer 


“Aer-Aid,” air (odor conditioner for 
ice boxes and refrigerators, combines 
an up-to-date refrigerator deodorizer or 
air conditioner with an accurate refrig- 
erator thermometer. The combined unit 
is made to retail at only 10 cents. “Aer- 
Aid’s” modern deodorizer unit is said to 
keeps foods, ice cubes, frozen desserts, 
etc., from being tainted by the odors 
and flavors of other foods kept in the 
same ice box or electric refrigerator. 
American Products Co., Cincinnati, 
Ohio. 
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For extra profit and repeat busi- 
ness, concentrate on Berea Abras- 
ives. This popular priced line of 
sharpeners, rubbing bricks, grind- 
stones, hones, grinding wheels and 
other natural and artificial abrasives 
enjoys customers’ confidence the 
Berea name is over fifty years old! 


Put Berea Abrasives on your 
shelves and you'll put money in 
the bank. May we send your Berea 
Catalog ? 


BEREA ABRASIVES 
Division of The Cleveland Quarries Co 
CLEVELAND, OHIO 


CLEVELAND 


ABRASIVES 


" For Your Profits Sake!” 














Longer Margin! 
Smaller Stock!! 
Rapid Turnover!!! 


Rovar 10¢ paints and enamels offer these three 
points necessary to greatest profit. 


Learn about the Rover proposition. Ask your 
Jobber’s salesman or write to us sending your 
Jobber’s name. 


THOMAS C. DUNHAM ine. 


fs tablished J85Z 
LONG ISLAND CITY — NEW YORK 
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WHATS NEW 





Record Keeping System 
for Lower Volume Class 


In order to provide merchants doing 
an annual business of $30,000 or less 
with a_ record-keeping system, which 


would give to them protection and in- 
formation concerning their business, in 
a low-priced system, The National Cash 
Register Co., Dayton, Ohio, has placed 
on the market a cash-register, record- 
keeping system to meet the needs of 
this particular field. Among the features 
of this new register is the selective 
columnar printing on the detailed audit- 
‘trip, making possible an easy segrega- 
tion of sales and transactions. These 
Columnar classifications can be used for 
department, clerks, operators, or any 
other breakdown desired. Then by a 
turn of the control lock, the register 
becomes an electric adding machine, so 
that the segregated information can be 
easily and quickly totaled, at the close 
of the day’s business. The four rows 
of number keys is another innovation of 
this low-priced register system. It pro- 
vides a means of obtaining a further 
analysis of daily sales or individual 
transactions. It can be used in identify- 
ing transactions, keeping inventory o1 
stock numbers, job numbers, styles, 
sizes, quantities and others. Included in 


this register system is a new and com- 
plete record-keeping system, styled to 
meet today’s needs. A simplified system 
book is provided with pages for records 
of sales, cash receipts, and disburse- 
ments, a distribution record, a profit and 
loss statement, record of fixtures and 
equipment and a social security record. 
Also included are sales books, charge 
folders and an audit-strip envelope and 
balance form and an audit-strip file. 


*“Panobroom” 


A new dustpan and broom set. Dust- 
pan fits over neck of the broom where 
it is out of the way but readily available 





for use. Dustpan is molded of Tenite. 
Set comes in red, blue or green. Charles- 
ton Broom Mfg. Co., Charlestown, W. 
Va. 


“Jewel” Plastic Knife 


No. 2055—sanitary and stainless with 
saw-tooth edge. Has anti-suction grooves 
to prevent sticking. Comes in clear 
crystal or rosebud pink. Size, 84% in. 
Attached to attractive display card. The 
Emeloid Co., Arlington, N. J. 


aa ia 








American Airlines Flagship 


No. 170—streamlined scale model of 
the passenger plane with whirring twin 
“motors” and spinning heavy fiber pro- 
pellers. Eccentric rear wheels cause 


tail to bob up and down. Strong wood 
construction. Realistically lithographed 
and enameled. Size, 20 in. wide, 14 in. 
long and 5% in. high. Fisher-Price 
Toys, Inc., East Aurora, Erie County, 


N. Y. 
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Glass-Covered Deep Well 


Cooker 


A new feature of Florence electric 
ranges, is the vented glass cover for the 
deep well cooker. It is not necessary 








to remove the lid for inspection of 
foods, and thus it is possible to main- 
lain a more even temperature and there 
is no loss of heat or flavor. Florence 
Stove Co., Gardner, Mass. 


Double Locking Sash Lock 


Locks window in either open or 
closed position. No mortising is nec- 
essary. Maker claims this lock is hard 
to pick or force. Consists of two slotted 
lock plates, lock and six screws to retail 








ie 


YOU CAN 
Lock You rWi ndow 
EITHER OPEN OR CLOSED 











































hard to pick or force 

FITS ALL WINDOWS 

EASY TO INSTALL 

I NO MORTISING NECESSARY 
for 15 cents. Furnished in_ bronze, F , 
brass, cadmium and nickel plate. Alvo ROM all over the country evl- 
Nut & Bolt Co., 2314 E. 8th St., Los dence such as this confirms the 
Angeles, Cal. 





ready salability and substantial 


“Lincoln Logs” Set profit of the A-C line. The eye- 


No. 5 WBF—set contains 173 pieces 


' appeal of streamlined beauty .. . 
together with the covered wagon set 
which consists of a covered wagon set, the pocketbook-appeal of top 
two teams of oxen and one pioneer. 


quality at moderate prices—these 
make A-C kitchen sinks and cabi- 
nets easy to sell! 












Kitchen modernization is boom- 
ing ... providing a new market 
of tremendous year-round profit 
possibilities. Pick the right mer- 
chandise to sell. Get complete 
details on the A-C Profit Plan 


- + + write, wire or phone—now! 





AUBURN CENTRAL MANUFACTURING CORP. 


CONNERSVILLE, INDIANA 


Weight 12 lbs. 2 oz. Packed three sets 
to carton. Suggested retail selling price 
of set, $5.00. J. L. Wright, Inc., 1443 
Merchandise Mart, Chicago, Il. 





FINE AUTOMOBILE 
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WELDWOOD PLASTIC 
RESIN GLUE IS 
VY WATERPROOF 
STAIN FREE 
y ROT PROOF 


yy TREMENDOUS 
STRENGTH 


VY QUICK ACTING 


COLD SETTING 
PLASTIC 


if 


UNITED STATES PLYWOOD CORP. 


616 West 46th St New York, N.Y 





WELDW4UD 


PLASTIC RESIN 


WATERPROOF GLUE 











WHATS NEW 


“K-M” Electric Speed Drill 


The “K-M” electric speed drill is a 
lightweight, balanced, high-speed drill, 
ideal for small repair and construction 





jobs in the home, and also a convenient 
and sturdy tool for the workshop. 
Features of this drill include a pistol 
grip handle with a thumb-flick switch; 
an off-center chuck that permits drill- 
ing up to three-quarters of an inch from 
a corner; lifetime gear lubrication; 
powerful, low-wattage motor (115 volts, 
AC or DC). Chuck will accommodate 
any drill up to one-quarter inch bit. 
Lists at $9.95. Knapp-Monarch Co., St. 
Louis, Mo. 


Xmas Tree Top Angel 


The winsome expression of this doll- 
like figure is surrounded by a glowing 
halo of light. Is dressed in pink or blue 
with golden wings, and in white with 
silver wings. Is equipped with a C-71%% 
Mazda lamp and halo. Extension cord 








point” ranges, refrigerators, water heat- 
ers, and home laundry equipment. This 
piece may be used as a self-mailing 
broadside or folded and inserted with 
monthly statements or sales letters. With 
it is a “return” postcard The individual 
foiders may be used as handouts at 
fairs, exhibits, and in the store, or 
mailed, one at a time, to farm prospects, 
as a “build-up” to the general folder 
with return card. This entire series of 
printed selling helps can be secured by 
“Hotpoint” retailers through “Hotpoint” 
wholesalers. Edison General Electric 
Appliance Co., Inc., Chicago, Il. 


Plastics Hobby Kit 


No. 3H—contains a large quantity of 
colorful plastic and a complete assort- 
ment of tools and supplies for making 





jewel boxes, bon bon baskets, cigarette 





and ash tray sets, picture frames, etc. 
Instructions describe many projects 
with detailed working drawings and 
patterns. Suggested retail selling price, 
$3. The Porter Chemical Co., Hagers- 
town, Md. 


ORNAMENTAL 
SURFACE HINGES | 


Two of the popular styles of "Shelby" Orna- 
mental Surface Hinge are shown here. Both 


are available in the wanted popular finishes. 
Tractor And Dump Trailer 


No. 7300 toy tractor with load and 
dump trailer that operates by lever. 
Made of cast iron with bottom of dump 
trailer and lever of steel, and with real 


The 44-00-! series is 
made of wrought 
steel, overall size 
2-1/16" x 2%". A 


similar design in a 
loose pin half sur- 
face hinge is also 
available. 





Series 45-00-3 Orna- 





and open outlet make it easy to attach 
to Christmas lighting sets. Attractively 
packaged. Noma Electric Corp., 55 W. 
13th St., New York City. 


rubber wheels. Length, 15% in.; width, 
47% in.; height, 4%4 in.; tractor, 7 in. 


mental Surface Hinge 
may be had in either 
wrought steel or 
bronze. It measures 
244" x IY," overall. A 





“Hotpoint” Sales Helps 





similar design in 
offset hinge is 
available. 





Make "Shelby" your BUY word 
when ordering hinges. 


THES lrelby 


¢’ SPRING HINGE CO 
OHIO 


SHELBY 
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A new series of “Hotpoint” sales 
helps, directed to the farm market, have 
been made available for retailers serv- 
ing electrified rural areas. The series 
includes six printed pieces, each 
planned to emphasize features and use- 
values especially desirable to farmers 
and farmers’ wives. The general folder 
or broadside, entitled “City Convenience 
for the Country Home.” It covers “Hot- 


long, 4 in. wide and 4% in. high; 
trailer, 944 in. long overall with body 
6% in. long, 3% in. wide and 2% in. 
high. Tractor is red, trimmed with gold 
bronze. Driver is red with flesh colored 
hands and face. Trailer is aluminum 
finish with red stripe on top edge of 
trailer box. Wheels are black rubber 
with silver color cents. Retails for $1. 
Arcade Mfg. Co., Freeport, Il. 
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Westinghouse Roaster 


New color and styling are features of 
this Deluxe roaster-oven, leading model 
in the 1941 Westinghouse roaster line. 





This model has a new, gray inset pan 
with overlapping rim, to make it easier 
to keep clean. Other features are built- 
in lid holders at each end; “look-in” 
lid, and “time-temp” shelf. Westing- 
house Electric & Mfg. Co., Mansfield, 
Ohio. 


Blow Torches 

No. 141 for gasoline and No. 142 for 
kerosene. Each has 1-qt. capacity. Wall 
No. 41 burner is mounted on a highly 


NO. 2 





polished drawn brass tank. Filler plug | 


is in funnel-shaped bottom. 





tings and bottom plate are mechani- 
cally locked to the shell. Has blow- 
proof pump. P. Wall Mfg. Supply Co., 
3126 Preble Ave., N.S., Pittsburgh, Pa. 


Toy Cannon 


Coast artillery cannon, No. 890—em- 
bodies such equipment as range finder, 
elevation gears, and loading and firing 


All fit- | 


mechanism. Built of hardwood and 
heavy gage metal. Throws harmless 
wood shells. Packed in a box. Bald- 
win Mfg. Co., Inc., 361 Stagg St., | 
Brooklyn, me 4: | 
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DICKS- 


Two keys may lock alike, but only one will unlock the door. Two putties 
may look alike, but the right putty saves time in application, makes 
a more workmanlike job and gives utmost satisfaction. 


Unfortunately, "putty is putty” to many retail customers. However, 
you are in position to render them a valuable service and gain their 
respect and good will by giving them the properly formulated putty 
for their specific job. For in- 
stance: 


There are two principal types of 
metal sash putty . . . steel sash 
and casement. 


¥ STEEL SASH putty should 
be used on _ INSIDE 
GLAZED metal sash where it 


is not exposed to the weather. 


CASEMENT putty should 

be used for OUTSIDE 
GLAZED metal sash. It sets 
quickly; can be painted within 
48 hours. 


Neither should be used on wood 
sash, nor should wood sash putty 
be used on metal sash. 





Sold only through recognized 


jobbers. In all size packages. 


There are several grades of DP Wood Sash Putty, as follows: 


COMMERCIAL putty is a low-priced product, used largely for 
repair jobs around the home. 


RELIABLE putty is a standard grade putty for primed wood sash. 


STRICTLY PURE putty is the finest quality of 100%, linseed oil 
and imported pigments. 


WHITE LEAD putty is for use where fine quality plus stone hard- 


ness are of first consideration. 


DP GLAZING COMPOUND can be used on either wood or metal sash. 
It should be recommended where there are excessive humidity, gases or 
fumes, or extreme vibration. It allows for reasonable expansion and 
contraction because it remains in a semi-plastic condition. 


THE DICKS-PONTIUS CO., DAYTON, OHIO 
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Averages $250 Each Week 
in Toy Department Sales 


ji 
HE year ‘round toy 


department is not a new idea at 
the Hutchinson Hardware, 
Mass., 
phasized as never before. New and 
greater life in the department has 
resulted from the use, each week, 
of newspaper advertisements one 
column by three or more inches in 
size. Each week since Christmas 
the store has enjoyed a volume of 
$250 or more in its toy depart- 
ment, as the result of this adver- 
tising and the frequent use of 
window display space for toys. 

Lynn is a city of about 105,000 
inhabitants, and the store serves a 
trading area of about 250,000. 
While this big concentration of 
population is a distinct advantage, 
Lynn is within easy reach of Bos- 
ton, with its many larger stores, 
so Hutchinson Hardware must 
really carry a well-rounded toy 
stock to attract toy customers to 
the store. 

J. J. Leonard, president and 
general manager of the firm says 
that although the store has carried 
some toys the year 
previous years, 


Lynn, 
but it is now being em- 


‘round, in 
“We never had a 
real year ‘round toy department 
until this year,” he states. “Grown- 
ups buy toys for sick children and 
for birthdays. As people have to 
go through the housewares and 
paint departments to get to the 
toy department (which is on the 
second floor) sales in those de- 
partments have also been helped. 
We handle only two or three toys 
at less than a quarter and our 
average sale in this department 
runs from $1.00 to $2.00. A space 
about 41% by 6 ft., in one window, 
is frequently used for toys, these 
displays being continued for about 
10 days. Two weeks later a new 
toy display is installed, different 
items being used each time.” 
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Hutchinson Hardware, Lynn, Mass., 


keeps it up the year ’round and 


gets results through advertising 


Earlier this year the store pur- 
chased 300 sets of a discontinued 
model electric train, offering them 
at less than $5.00 per set. Adver- 
tising them as a special in the local 
newspaper helped start a big de- 
mand for the trains and in a few 
weeks the entire stock had been 
sold. When a new game was pub- 
licized over the radio stations by 
the manufacturer, the store tied in 
with the program by calling atten- 
tion to the game in its ads. 
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TOYS and GAMES 


In the toy department built-up 
displays, consisting chiefly of sam- 
ples, are used to let all who visit 
the department quickly understand 
that it really is a complete year 
‘round feature. A special stock 
control set-up is used, each sample 
item bearing a tag or sticker in- 
dicating its selling price, the sec- 
tion in which stock is stored, and 
code letters and numbers indicat- 
ing the source of supply, cost price 
and time of purchase. 
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Two of Hutchinson’s recent toy advertisements in exact size. 
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| by M°KINNEY offers 
| | Rustic Beauty and Endurance 
{ 





ght.. 






, “fevers look hevimave 


. Priced right 


_ "| FOR EVERY TYPE 


HOME IN ANY 
PRICE RANGE 


Attractively priced to 
meet the new trend of 
low cost housing—at- 
tractively designed to 
lend charm and beauty 
to any style home. 
Write for Forged Iron 
Design suggestions for 
Pennsylvania Farm, Cape 
Cod, Dutch Colonial, 
French, English and 
Mediterranean. 


McKINNEY 


MANUFACTURING CO. 


PITTSBURGH 





BALL BEARING 


BALL CONTACT 
WITH FLOOR 
THE SCHATZ MANUFACTURING CO. 
POUGHKEEPSIE, N. Y. 


Detroit Office: 2640 Book Tower @ Chicago Office: 902 S. Wabash Ave 


Cleveland Office: 402 Swetiland Building 
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HERE is the modern, stream- 
lined caster—the ball bear- 
ing “ACME” caster that rolls 
smoothly and easily in any 
direction. Protects floors, 
rugs and floor covering of 
any kind. — 


CI 


CASTERS 


A fast-selling item and a 
real profit-maker. “ACME” 
Casters sell themselves. All 
you have to do is roll an 
“Acme” on the counter and 
the sale is made. The exclu- 
sive ball bearing feature 
makes “Acme” the out- 
standing caster of the trade. 


OVER 75 YEARS DESIGNING AND MANUFACTURING GOOD HARDWARE 
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Big Value 
A 40 POUND 
Oendersa Scale 
TWO PRECISION. 


CALIBRATED 


SPRINGS 














+o 

“a 
| EXTRA CAPACITY 40—- 
7 NOT 20 LBS. CAPACITY 
| IN TWO DIAL REVO- 
LUTIONS 


EXTRA ACCURACY 


FROM TWO; 
NOT ONE ~— 















PRECISION 
CALIBRATED 
SPRINGS 











JOHN CHATILLON & SONS 


8S TO 93 CLIFF STREET 


NEW YORK,NY 








IMPROVES stove performance, ignit- 
ing quickly. 
BETTER combustion economizes on 


fuel. 
WIRE-CORED yarn preserves burning 
edge. 
EXTINGUISHES quickly, eliminating 
odor. 


CARBON deposit readily wiped off. 
ECONOMICAL because longer-last- 


ing. 
FAST seller because of its novelty. 








RAYBESTOS- MANHATTAN, INC, 


MANNHEIM PA 








How’s the Hardware Business? 


(Continued from page 45) 


plies of zinc for other than defense 
purposes, leading makers recently ad- 
vanced hardware cloth. The present 
changes are from 7 to 8 per cent above 
previous figures. There were further 
increases in some of the extras. 


* * * 


Wire screen cloth — Considering 
the difficulties of obtaining fine wire 
and spelter, most manufacturers have 
done a very fair job of supplying their 
customers with screen cloth on orders 
which were placed early. Some makers 


| withdrew prices earlier in the year, 
after their order books were filled up. 











On June 9 steel, bronze, and copper 
cloth were raised 5 per cent by a lead- 
ing maker. Most manufacturers are about 
out of the market on bronze cloth so 
far as handling new business is con- 
cerned. Others have not, for some time, 
been accepting orders on galvanized 
cloth. The present price increase is 
subject to further changes without no- 
tice. Manufacturers reserve the right 
to cancel any portion of any order 
which they cannot complete within 60 
days from its placement. 

> * * 


Paints, oils—Since the several price 
increases on paint lines were an- 
nounced early in June, the rate of new 
buying has held up remarkably well, 
for there is a heavy and wide use of 
paints this season. Following the gen- 
eral price increase, leading manufac- 
turers of the “ten-center” paint items 
have advanced prices, so that the dealer 
now pays 84 cents per dozen. Some 
makers of cut shellac state that a 
mark-up of about 10 cents per gallon 
is on the way. 


* * * 
‘ 


Pliers and wrenches — Effective 
June 1, one leading manufacturer 
made a 5 per cent increase in its quo- 
tations on pliers and wrenches. The 
company reports that these changes still 
have not covered its actual increases 
in cost, but that they are endeavoring 
to hold advances to a minimum. De- 
liveries in these lines are now as much 
as 6 months behind, and seem to be 
growing worse rather than improving. 

« 7 * 


Garden hose — No recent price 
changes have come from leading mak- 
ers. Probably opening quotations for 
1942 will be issued earlier than usual, 
with ordering limited to a brief period, 
so that later changes in cost may be 
taken care of. Labor increases have 
hit hose manufacturers sharply, and 
eventually either a reduction in quality 
or a mark-up in prices will prove the 
only alternatives. 


Chain lines — Leading chain com- 
panies have extremely full order books. 
Difficulty is reported in procuring flat 
steel stock to make flat link chains— 
particularly brass. The prevailing short- 
age of spelter is leading to a search for 
other finishes which may be used as a 
substitute. Some mills have withdrawn 
prices on flat chains, and are prepar- 
ing new schedules which are expected 
to be higher. No further early changes 
are looked for on heavy chains or on 
weldless or welded bright chains, un- 
less, and until, further mark-ups come 
in steel. 


Wrought washers—Leading manu- 
facturers of steel plate washers, after 
several successive advances, raise quot- 
ations this month % cent per pound 
over the April 1 schedules, making the 
total increases since last summer $1.00 
per hundred pounds. All leading pro- 
ducers are considerably behind with 
orders, ascribing their difficulties to the 
slowness of shipments of steel plate 
from the mills. 


Manila and sisal rope—The ocean 
shipping situation, affecting the bring- 
ing of manila fiber from the Philip- 
pines, continues very tight, so much 
so that Washington is arranging to 
move Government supplies by army and 
navy transports. Competition for ship- 
ping space will become more severe, as 
merchant vessels are being rapidly di- 
verted to defense uses. Prices of both 
Yucatan and Java sisal fibres have con- 
tinued a moderate advance, and despite 
the recent increases in sisal rope prices, 





TRADE-O-GRAPH 


INDEX es THE 
VALUE 


MANUFACTURERS’ 
NEW ORDERS 
INDEX: JANUARY, 1939=100 


Apri. 1941 EF 200 
MAR. 194) P= EF 


+ 180 


+-160 


- 


APRIL 1940 >= F 














HARDWARE AGE 








= mm @ 











TRADE-O-GRAPH 
VALUE OF 


MANUFACTURERS’ 
INVENTORIES 


CHANGES DURING 
INCREASE 


Rik 
RRR 


EACH SYMBOL EQUALS 
SO MILLION DOLLARS 


FEBRUARY 
194] 


MARCH 
1941 


APRIL 
194] 











OEPARTMENT OF COMMERCE 





a continuance of higher cost trends 
suggests the possibility of further 
mark-ups. 


* * * 


Wood screws—Leading makers have 
advanced prices on wood screws. Base 
discounts are as follows: Flat head iron, 
45 per cent; round head 42% 
per cent; blued round head, 40 per 
cent; nickel plated round head, 32% 
per cent; cadmium plated and hot gal- 
vanized flat head, 30 per cent; cadmium 
plated round and oval head hot galvan- 
ized, 27% per cent; flat head brass, 66 
per cent; round and oval head brass, 
64 per cent. , 


iron, 


* * * 


Copper rivets, ete.—Manufacturers 
of copper rivets and burrs have made 
a number of varying advances recently. 
The demand for rivets, copper and steel, 
for the defense program is so great that 
deliveries for non-defense purposes are 
becoming a major problem of jobbers 
and dealers. Important wholesalers re- 
port that shipments of copper rivets 
are now coming through on orders as 
far as six months back, and that the 
delivery problem is becoming more 


acute. 
* * * 


Builders’ and shelf hardware 
Earlier this month some tubular locks 
were advanced about 10 
Some makers of locksets 


and latches 
per cent. 

feel that further increases in prices will 
have to be made due to materials scarc- 
ity and higher labor costs. These manu- 
facturers normally use large supplies of 
nickel and chrome, but are now being 
forced to gradually turn to substitutes 
as both nickel and chrome are ex- 
tremely difficult to get except for de- 
fense requirements. Some cabinet hard- 
ware makers have announced changes 
averaging 10 per cent on their lines. 
On June 5 increases of about 20 per 
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cent were reported on cylinder key 
blanks, making the total increases dur- 
ing the past year about 45 per cent. 


* * x 


Steel goods, handles — American 
Fork & Hoe Co., Cleveland, Ohio, has 
issued a new price list on steel goods 
and handles, with some minor advances 
and has announced the elimination of 
duplications in grades and_ finishes. 
The new prices became effective June 
10, and are for current orders only, 
placed for shipment prior to Nov. 1, 
1941, at current billing terms—no ad- 
vance dating. In its regular line the 
company offers two complete lines, True 
Temper imprinted brand, which re- 
mains unchanged, as well as the True 
Temper fire hardened line. To these 
the company has added a short com- 
petitive line of staple items. 


* * * 


Plumbing lines— On June 9 hot 
water heaters were advanced in price 
about 10 per cent, and last week a 
further increase of about 10 per cent 
was expected on galvanized range boil- 
ers, and on tubular plumbing brass. 
Rubber force cups, bumpers, and other 
rubber plumbing specialties were 
marked up 10 per cent on June 1. In 
with all civilian 
goods, leading manufacturers of plated 


common makers of 


fittings have adopted the policy of 
eliminating plating from whatever parts 
are not actually exposed. This is done 
to conserve present supplies of nickel 
and chrome, both of which are becom- 
ing very difficult to obtain. Deliveries 
of plumbing enamelware are becoming 
slower, as the manufacturers are being 
held up on their materials and supplies. 


* * * 


Sash cord, clothes lines—On June 
1, Samson Spot Sash Cord was ad- 
vanced two cents per pound; on June 
16, other grades of sash cord were 
increased one cent per pound by some 
makers. A similar one cent mark-up 
was reported June 13 on cotton wrap- 
ping twines, both polished and un- 
finished. Buyers endeavoring to cover 
for the next few months on clothes 
lines report small success. No definite 
prices are available, because the mills 
are loaded with orders. Deliveries are 
at least four months behind, with even 
that schedule uncertain. 


* * * 


Electrical goods — Leading refrig- 
erator manufacturers again have ad- 
vanced prices on a number of models 
by $5 to $10 to compensate for rising 
costs. In some cases, one or two models 
were moved up for the third time since 
March. Jobbers report shipments are 
quite slow. In many electrical items, 
substitutions of material and finish are 


(Continued on page 71) 
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An all season, fast selling, low cost, re- 
peat item. The only one of its kind. 
(You'll use it around your own house, 
Mr. Dealer.) 


U-Mix-lt and any solvent, kerosene, 
turpentine, etc. is readily made into a 
heavy mastic or a cheap weather- 
proofing paint of any consistency. 


U-Mix-It will increase your sale of tur- 
pentine, brushes, trowels, putty knives, 
etc. ' z 


Neat 5 color display does a bang up 
selling job for you. Distinctive 3 color 
package sells on sight. Retails at 25c, 


Ask your jobber about U-Mix-lt. 
Stock if in 1, 5, 15 and 100 Ib. units. 
ORDER FROM YOUR 


ALLIED ASPHALT & MINERAL CORP. 
217 Broadway New York 


TEAR OUT THIS 


Announcement and 
Send it to Your Jobber 
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CANNING GOODS WINDOW 


Merchandise: Pressure cookers, boilers for canning with rack, stock pot canner, 
cooker-canner, ricers, collanders, food choppers, wide mouth and standard glass fruit 
jars, jelly glasses, tin cans, extra lids of all types, fruit jar rubbers paring knives, 
sharpening stones, lid tighteners, covered pots, stew kettles, family scales, sealing 


wax. 


Background: Center panel of white corrugated board or wallboard painted. Side 


panels of light blue material. 


dark blue panel. 


Stimulate 
With 
= costs of 


living are apt to force many house- 
wives this year to consider the pos- 
sible advantages and savings of 
home canning. Increased interest 
in canning will, no doubt, develop. 
Retail hardware dealers can do 
much to inform housewives on the 
subject by installing attractive and 
complete windows that show all the 
equipment needed to do this job. 
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Cut-out letters on circle panel of bright yellow on 


Interest in Canning 


Good Windows 


It is a good plan, now and then, 
to have a feature item in the win- 
dow around which the rest of the 
display can be built. For a can- 
ning display, feature pressure 
cookers since these utensils have 
many everyday uses in addition to 
their use as canners. Be sure to 
show several sizes in your window 
and do not overlook the accesso- 
ries for they will be of particular 
interest to a large number of pro- 
spective buyers. 


This is an excellent time to ar- 
range for demonstrations of cook- 
ers. Most manufacturers of this 
merchandise are anxious to ar- 
range special selling events of this 
type. They will usually supply the 
demonstrator and will also give the 
dealer a complete outline of the 
steps to follow in putting on such a 
program. It is well, however, to 
notify the manufacturer of your 
plans well in advance so that a 
demonstrator will be available. 


HARDWARE AGE 











pote 
stov 





jl 





It is different...no other heater like it! Over 


ne Amazing New Heating Principle 
COMPLETELY REVOLUTIONIZES VAST MARKET! 


More than 60,000 of these amazing new heaters were sold last year... and the 
potential market has scarcely been touched! In millions of homes where ordinary 
stoves are in use, there is an opportunity to sell a WARM MORNING. 
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HUGE NATIONAL ADVERTISING CAMPAIGN 


14,000 dealers are reaping rich profits from quick 
sales. In addition, dealers now have opportunities 
to win $5,000 in cash prizes. Ask your distribu- 
tor for full facts, and get details about Warm 
Morning’s great sales promotional campaign. 


PLANNED TO REACH MILLIONS! 


Newspaper ads, farm paper ads, trade paper ads 
and a complete line of dealer sales helps have 
been planned to spread Warm Morning messages 
throughout the nation. Get all the facts NOW! 





Model 420 — A new, streamlined beauty 
that circulates and radiates heat. Retails 
“or only $89.95. (Slightly higher in New 
England and Western States.) 


SENSATIONAL SALES FEATURES 


@ Heats all day and night without 
refueling. 

@ Large model holds 200 Ibs. of 
coal, small ones, 100 Ibs. 





Patented Construc- 


LOCKE STOVE COMPANY 


° Paar lightly high N Eng 
tion Principles Dept.H.A., 1012 Baltimore Ave., Kansas City, Mo. jog) i Wien Stee) 


Model 120A— Retails for i- i i 
po ay TA pu hoy Nad @ Semi-automatic, magazine feed. 


Retails for $69.95. (Prices @ Burns any kind of coal, coke or 
wood. (T2) 














All standard sizes and lengths including Hollow 
Cable, Reinforced Hollow Cable, 6-Strand Twisted, 
4-Strand Twisted and Solid. Wright Wire Clothes 
Lines (Strand) for many purposes. Copper bearing 


steel exclusively. 


~ GE WRIGHT &.: 


ROR S Ob 2 © 2 SU Wee 


JUNE 26, 1941 














Eliminate door and window 
troubles. 


Economical to buy, easy to 
install, work automatically. 





Right: Mfg. No. 20 SUPERIOR DOOR CATCH holds door 
tightly closed and in perfect alignment. 
Below: Mfg. No. 100 SUPERIOR STORM SASH OR SCREEN HOLDERS 
—complete with extra bracket and handle for screen. Only 
Bracket ‘‘B’’ remains on window 
Below Left: Mfg. No. 150 DOOR CATCH LIFTER takes all strain off 
door hinges. Lifts door as it closes. 


cf——®> 
) Te } AND BRACKETS (9 
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Write for Information 
SUPERIOR 
DOOR CATCH CO. 


Superior, Wisconsin 


Waited adiadssasasaas 


yoIUNadns 
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Be sure to arrange mass displays 
of fruit jars inside the store. If 
you have a large stock, stack full 
cases of jars on the floor in piles 
large enough to really impress cus- 
tomers that you carry a stock in 
this line. It’s a very good plan to 
have these displays priced boldly. 

At least one table should be de- 
voted to showing related canning 
utensils. Locate this near the dem- 
onstration table. Be sure that all 
models of the cooker are also on 
display inside the store. 

Advertisements of canning uten- 
sils might emphasize appeals to the 
individual’s thrift or to the more 
tastier foods that are prepared. A 
few promotion items, priced com- 
petitively, will also serve to stimu- 
late interest in the advertisement, 
the merchandise and the store. 


Hay Carriers 
A special fixture is necessary in 
order to show this equipment prop- 
erly. A simple, easily-constructed 


PO 


4 <—~ 


LESS NOISE MEANS 
MORE BUSINESS 











stand for showing hay carriers 
may be seen in the accompanying 
illustration. This same fixture 
could also be used to show this 
equipment in the store. 

This window also features sev- 
eral sizes of rope and binder twine 
in prominent fashion. These are 
items which will be of interest to 
every farmer and on which com- 
petition is keen. In the case of 


SUL 
FOR MAKING 
HAY wren THE 
SUN SHINES 


HAY 
00% 
MOWER REPAIR PARTS 





binder twine, the season is quite 
short so it is most important that 
the stock be moved as soon as pos- 
sible. 

Let prospective buyers know in 
plenty of time that you have a 
stock of this merchandise. Show 
binder twine, particularly in a 
mass display, in a prominent place 
on the sales floor. Anticipate your 
competition when you establish 
your price and push hard for sales 
before others get out after this 
business. 


Repair Parts 

Stocks of repair parts for mow- 
ers in use in your section should be 
completed by this time. You will 
build valuable good will for your 
business if you are able to supply 
farmers promptly with much need- 
ed parts. Generally speaking, com- 
petition on items of this type is not 
keen so the dealer has an oppor- 
tunity to secure a_ satisfactory 
profit on the item and the service 
rendered. 


HAYING EQUIPMENT WINDOW 


Merchandise: Rope of several sizes, hay forks, binder twine, hay carriers, single 
harpoon forks, double harpoon forks, grapple forks, hay slings, wood and steel pulleys, 
power mower section grinder, hand section grinder, mower guards, sections, hanging 
hooks, rivets for sections, and guards, rafter brackets, floor hooks, steel eye clamps, 


cable clamps, grinding wheels, sample sections of hay track. 


Background: Center panel of light green corrugated material or wallboard 


painted. Side panels of light yellow material. 


on golden yellow background. 


Cut-out letters on sign in bright red 
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ew DAISY 


Best for 30 Years 


For Hogs 
And Poultry 


Here’s just two high ranking 
sellers picked from a line backed 
by a strong national advertising 
campaign that has plenty of 
sales appeal for you. When your 
customers ask to see waterers 
that are built to last. . . that 
will operate through the use of 
barrels, stock tanks or high 
pressure pipe lines . . . show 
them the New Daisy Automatic 
Waterers that eliminate fuss and 
filth. Heater attachments pro- 
vided for all-winter use. Manu- 
factured and guaranteed for over 
30 years by the Quinn Wire & 
Iron Works. 

Also manufactur- 
ers of Daisy and 
Shaw Calf Wean- 
ers, 





Waterer 


line not exceeding 75 pounds. 
bowl, satin aluminum finish. 








No. 30 . 


Made to operate through use of barrels or stock tanks. 
Non-pressure valve. Heavy cast iron bowl 13 in. long, e or. 
6 in. wide, 4% in. deep, finished in rust resisting Ply yo ™29t sup. 
metallic satin finish aluminum. Copper ball float 2% dir You, Write > 
in. in diameter. Cast iron cover nrotects valve. weet ” 
Patented mud cups. 


Standard % in. nipple for inlet. 
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Famous pressure-valve type New Daisy 
Waterer for pipe lines and high pressure. 
Guaranteed to work on any pressure water 
Cast iron 
Bowl is 
in. long, 7 in. wide, 5 in. deep. 
Patented mud cups included. 








Follow the LEADER 
In “Want Ad” Advertising— 


In every trade there is always a leader. In 
the Hardware Trade it is Hardware Age. 
Classified as well as National advertisers 
have found it out. 


Year after year HARDWARE AGE has led 
its field in the volume of classified as well 
as display advertising. Its classified col- 
umns bring together buyer and seller, em- 
ployer and employee. 


Those who contact the hardware trade 
know from experience that HARDWARE 
AGE is the logical medium to use to secure 
RESULTS from their classified advertising. 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 
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| Naturally others imitate 








vew MASTERS ‘44N2/-C447 © 


"Successor to the Wheelbarrow" 


No piece of merchandise could enjoy the universal popularity and sensational 
sales record of the ‘‘Handi-Cart’’ since its introduction last year without 
inviting imitation. We invite comparison. Note the sturdy construction of the 
Masters “‘Handi-Cart,”’ which will stand up and give years of service even in 


For Quality and Strength 
None Compares With the 


Original GENUINE MASTERS 


Of course, our consistent advertising in the NATIONAL 
MAGAZINES has helped swell the demand, but outstanding 
merit is responsible for pyramiding the tremendous sales 
volume of the “‘Handi-Cart’’. This sturdy, all-steel cart 
handles easily when fully loaded. It is useful in a hundred 
ways around house, garden, garage, everywhere Has 

none of the old wheelbarrow's draw-backs or back- 
aches. Saves stooping and shoveling. Everyone who 
sees the ‘‘Handi-Cart’’ wants it; the low price 
places it within reach of all. Ifyour jobber can- 
not supply, order direct from factory 


Made in 2 sizes: 22 & 3% cu. ft. 


22.$6528,-,$9725 


OTHER MASTERS Prices FOB Chicago 
SUPERIOR PRODUCTS Dissninamapnmnill 


Complete Line of WE WANT 


Fertilizer Distributors Live Jobbers & Dealers 
Masters Plant Setters Masters ‘‘Handi-Cart’ offers a most at 


° : tractive proposition for the progressive job- 
Top Dressing Machines ber and dealer. Profit margins are generous 
eee 


Write or wire for description and discounts 
MASTERS PLANTER CO. 


4029. W. Lake St., Chicago, U. S. A. 
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“If you'd care to go a little higher, 


Ma’am, I could show you one that works.’’* 


*“WESTCO WORKS! 


Show her the finest household can opener ever made. Die 
cast frame. Individually packed. Manufactured by the 
makers of the Famous Blue Line Kitchen tools. Order today 
from your Distributor or Direct. 


THE TURNER & SEYMOUR MFG. CO. 
194 Lawton St. [Ts 


Torrington, Conn. 














SEND US YOUR 
INQUIRIES 


0 
ron FENCE an 
metal SPECIALTIES 


Stewart Chain Link Wire Fences are 
available from low lawn types to high 
industrial styles with barbed wire over- 
hang arrangement. Stewart Iron Fence 
is manufactured in a wide range of de- 
signs to meet all requirements. Other 
Stewart Products comprise: Railings, 
Window 

Guards, 

Wire Par- 

titions, 

Chairs, Set- 

tees, Iron 

Lanterns, 

etc. 


Let us tell you about the Stewart dealer 
plan. Send for literature, mentioning 
products in which you are interested. 
THE STEWART IRON WORKS CO., INC. 
837 Stewart Block Cincinnati, Ohio 
Fence Builders to America Since 1886 
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New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


106 East 42d St, New York City 


© 
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The Making of Rubber 
| Tank Balls 


retailer has sold rubber tank 

balls but few have ever had an op- 

| portunity to see them manufactured. 
Through the courtesy of the Frank- 

| lin Rubber Co., Inc., a subsidary of 
Keystone Brass & Rubber Co., Phil- 


| ) VERY hardware wholesaler and 











Operation 1, Compound Room— 

Component parts or batches in 

tubs—tank balls are 80 per cent 

rubber, 20 per cent fill-tubs con- 

tain crude rubber, waxes, color 
and curing materials. 


adelphia, Pa., we are able to present 
this brief review and the step-by-step 
photographs of the production proc- 
ess involved in making rubber tank 
balls. As in the case of many other 
staple items, in daily use, the amount 
of skill and the number of processes 





Operation 2, Mill Room—60-in. 

mills break down or masticate the 

rubber and fill in 10 to 15 minutes. 

Each mill handles 150 lbs. at a 
working. 


necessary will prove interesting and 
perhaps surprising to many readers. 

Production starts in the compound 
room where the component parts 
are weighed out and set in steel tubs, 
in 100 lb. batches ready for the mill- 
room. Tank balls are 80 per cent 
crude rubber and 20 per cent inor- 
ganic fill. 





In the millroom are a battery of 
60-in. mills whose heavy steel rollers 
break down or masticate this rubber 
and fill combination. The crude rub- 
ber is first put into the mill, to which 
is slowly added the inorganic fill 
(consisting of the necessary curing 


materials and color). This whole 
batch is milled constantly for a peri- 
od of 30 min. The stock is then 
finally refined by tightening the mill 
rolls to such a degree that the com- 





Operation 3, Extending Machine— 
The sheets from the mill are fed 
into the hopper and rubber comes 
out nozzle in triangular shape. 


ponent parts are thoroughly distrib. 
uted, which results in securing uni- 
formity. The mixture going through 
the rollers is a doughlike mass which 
when finished comes off the mill in 





Operation 4—Two-inch triangular 
pieces are placed at just the proper 
angle over the spuds in the female 
molds. View shows male or top 
mould ready to be set in position 
and locked before being slid into 
hydraulic presses. 
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Operation 5 — Mold just opened, 

air compression blows off the 

finished balls from the core as 
finished tank balls. 


sheets. It is next fed into the hop- 
per of the extruding machine. This 
machine when set up for tank balls 
has a special die set in the nozzle 
(around which a gas flame is con- 
stantly burning to keep it at the 
proper temperature) so that the 
doughlike rubber comes out in a 
triangular shape and cut in 8-ft. 


lengths for convenience of handling. 
This dieing out process assures the 
uniform wall thickness of the tank 
ball. 

In the preparation 
these lengths are made ready for 
the pressroom and cut into approxi- 
mately 2-in. pieces, each carefully 
weighed to insure uniform size and 
weight. 

The actual molding of the tank 
ball takes place in the pressroom. 
The spuds are placed in the female 
molds. The cut pieces are set in 
place at just the right angle, and 
then covered with the male or top 
mold, locked in position and_ slid 
into hydraulic presses. In about two 
or three minutes extra pressure is 
added bringing the molds tightly to- 
gether at a temperature of 280 deg. 
F. After an interval of six to eight 
minutes the stock has been thorough- 
ly cured, the molds taken out and 
opened-—air compression blows off 
the balls from the core 
emerges the finished tank balls. 

Each individual tank ball is thor- 
oughly inspected. trimmed, polished 
and packed and is then ready for 
the trade. 


department 


there 


Ending Contract By Consent 


MANUFACTURER'S <ales rep- 

resentative had a contract for 
the exclusive sales agency for the 
manufacturer’s products in certain 
territory. In the middle of the year 
the manufacturer notified him that 
the contract would be terminated at 
the end of the calendar year. There- 
after the representative corresponded 
and negotiated with the manufac- 
turer relative to his compensation 
and the handling of the territorial 
business until the end of the year. 
Eventually the representative sued 
the manufacturer for alleged breach 
of the contract, claiming that the 
manufacturer did not have the right 
to terminate it at the time and in 
the manner in which it was done. 

The Federal court, however, 
thought that the representative’s 
dealings and negotiations with the 
manufacturer after the termination 
notice indicated that he had “acqui- 
esced” in the termination of the 
centract. 

“Contracts may always be termi- 
nated by mutual consent,” said the 
court, “and there is ample evidence 
to establish the fact of such mutual 
consent. While the representative 
apparently did not plan to give up 
the territory and was quite sur- 
prised at the action of the manufac- 
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turer in notifying him of the termi- 
nation of his contract, the oral evi- 
dence and the letters establish the 
fact that he acquiesced in its ter- 
mination.” 

In law, a failure definitely to ob- 
ject to a situation may be construed 
as “acquiescence,” which in turn is 
equivalent to “consent.” Thus you 
may find you have “consented” to 
something to which you are bitterly 
opposed. Moral: if you don’t con- 
sent to it, object to it, protest 
against it, say NO in very definite 
language. 


Authority to Make Deals 


BUSINESS house may repudi- 

ate a deal on the ground that 
the salesman, clerk or other em- 
ployee who made it did not have 
authority to do so, but an agreement 
made with the manager of a busi- 
ness is ordinarily binding on the 
employer or concern for whom he is 
manager. An Alabama court re- 
cently put it this way: 

“Unless otherwise agreed, author- 
ity to manage a business includes 
authority to make contracts which 
are incidental to such business or 
are reasonably necessary in con- 
ducting it.” 








RadDewil 
GLASS CUTTERS 


New standard handles 








on all models. Heavily 
plated and polished. 


Perfect finger rest. 
Long-life, machine 
made uniform alloy 


RED DEVic 


steel wheels. 


Oversize hard bronze 

axle, smooth opera- 

tion. Pregreased. 

Rustproof. 

LANDON P. SMITH, INC. 
IRVINGTON, N. J. 


GLASS JITTERS + GLAZIERS POINTS + 
PUTTY KNIVES - WOOD SCRAPERS + PAINT ¢ 


FLOOR SANDING MACHINES + 
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R.E.DIETZ COMPANY 


NEW YORK 


Output Distributed Toru tne Jobbing Trade Exclusively 
MAKERS OF LANTERNS FOR THE WORLD SINCE 1840 
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ACATIONS 


that hardware jobbers’ buyers are plan- 
ning-when and where they are going and 
what they are going to do. Compiled by 
Hardware Age as a service to its readers 


Alabama 
ANNISTON: Anniston Hdwe. Co., C. H. JEMISON, 


on vacation July 21-Aug. 4, motoring to Louisiana, 
fishing. 
Arizona 
PHOENIX: Arizona Hdwe. Co., FERGUSON BUR- 


TON, buyer of wire products, bolts, nuts, rivets, etc., 
sheets, pipe, bars, shapes, small appliances on vacation 
July 7-17 motoring to northern Arizona, sightseeing. 


Arkansas 
LITTLE ROCK: Fones Bros. Hdwe. Co., HENRY 


DODGE, buyer of plumbing and heating, electric water 
systems, hand threading and taping devices, on vaca- 
tion Aug. 16-25 motoring to Texas. A. T. RICHARDS, 
buyer of gas stoves, ranges, heaters, oil stoves and ac- 
cessories, cast wood ranges and heaters, sheet iron 
heaters and stove pipe, on vacation, July 4-14, motor- 
ing. HARRY BLAKE, buyer of tools, screws, vises, 
grinders, nails and wire, corrugated roofing, wrenches, 
drills, lamps, flat sheets and ridge roll, rules and tapes, 
levels, auger bits, trowels, eaves trough, etc., on vaca- 
tion Sept. 1-15, motoring to Dallas and Galveston, Tex., 
for fishing and visiting. 


California 
LOS ANGELES: California Hdwe. Co., F. J. ANGEL, 


buyer sporting goods, on vacation, July 13-27, motoring 


to Fish Lake, Utah, fishing. J. D. PERKINS, buyer 


general hardware, on vacation June 11-July 5, boat and 
train to Alaska. 

Hoffman Hdwe. Co., R. E. McGREGOR, buyer of 
sporting goods, cutlery, fishing tackle, on vacation Aug. 
16-Sept. 2. E. H. HARDAGE, buyer of athletic goods, 
on vacation June 27-July 1, motoring to Balboa Is., 
Calif., boating, swimming, fishing, etc. 


‘ 


Colorado 


DENVER: Morey Mercantile Co., E. 0. HENDER- 
SHOT, buyer of hardware, paint, tools, sporting goods, 
housefurnishings, steel goods, electrical goods, sundries, 
ete., on vacation July 18-Aug. 4, motoring to Southwest. 


Florida 


MIAMI: Railey-Milam, Inc., C. W. PERRY, on vaca- 
tion July 12-Aug. 4, motoring through New York State 
and part of New England. H. S. TODD, buyer of house- 
wares and hotel supplies, on vacation July 12-26. R. H. 
GRIFFIN, buyer of builders’ hardware on vacation Aug. 
2-25, motoring to Highlands, N. C. 


Illinois 
CHICAGO: L. Gould & Co., HAROLD C. HANSEN, 


buyer of hardware and general merchandise, sporting 
goods and woodenware, on vacation July 11-21, motor- 
ing to Atlantic City for housewares show. 

Hibbard, Spencer, Bartlett & Co., E. P. RANKIN, 
buyer of kitchen ware, kitchen tools, and pottery, on 
vacation Aug. 1-18, motoring to Brewster, Cape Cod, 
Mass., clam digging. L. R. KELSO, buyer of sporting 
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goods, bicycles and supplies, luggage, on vacation June | 


23-July 5, motoring to Wisconsin and Michigan, fish- | 

ing. LYLE HARPER, buyer of wheel goods, toys, sport- | 

ing goods, on vacation July 25-Aug. 11 in Massachusetts. 
WILLIAM M. STEWART, buyer of galvanized, tin, and KWI C be y 
wooden ware, housewares, on vacation July 19-Aug. 4, WI CK 
motoring to Ephriam, Wis., for golf, fishing, sailing, etc. 


R. A. KLEIN, buyer of builders’ hardware, ventilators, 1941 Super QUICK Sales Deal 


weather strip, on vacation Aug. 25-Sept. 2, motoring to 


os . m iene. : ing i ig Profits with the 
Wisconsin, fishing. G. T. McLENNAN, buyer of paints, | THE OFFER 3x gy a x, 
brushes, chamois, sponges, polishes, mops, motor oil, | Boost your margin of profits with 
. | the biggest money-making deal in oil 

drapery hardware, wax, and cleaners, on vacation, July | burner wicks’ history. Buy! Stock 


14-28, motoring. | and Sell the complete Kwickwick line. 


Rehm Hdwe Co., H. W. COTTA, buyer of tools, elec- | [| T H E D E A L _ The 1941 Kwickwick deat gives you 
teat otnie 1 - ‘ $25.00 worth of merchandise (16 
trical sundries, p umbing, cordage, fishing tackle, assorted dzs.) with a mark-up value 
furnace supplies, on vacation July 13-July 28, motoring of $48.60. You double our manag 
ichi i with this history-making deal. You 
to Michigan, fishing. ae je get a complete line to fill ALL oil 
JOLIET: Barrett Hdwe. Co.. EMMETT R. DUNCAN, burner wick requirements. You have 
i ; : eaivea a wick to fill every price range. 
buyer of automotive, small tools, steel goods, abrasives, Outdistance competition—stock and 
vises, electrical tools, on vacation July 19-Aug. 4, motor- sell the Complete Kwickwick Line. 
ing to Wisconsin and Minnesota, boating, golf, horse- 
back riding. RAYMOND HEINSELMAN, buyer of | 
electrical, sporting goods, housewares, on vacation 
July 6-July 21, motoring to Yellowstone Park and Den- 
ver, Colo. 













Write your jobber 
teday for FREE sam- 
ples and catalog list- 
ing the 1941 Super 
QUICK Sales Deal. 


Indiana Write TODAY! 


INDIANAPOLIS: Van Camp Hdwe. & Iron Co., E. 
FOLKENING, buyer of heavy hardware, harness, and 








mill supplies, on vacation June 16-23 and Aug. 11-18. 
F. S. GREENLEAF, buyer of sporting goods, wheel 
goods, luggage, canvas goods, arms and ammunition. 


NEWTON MFG. CO!,WALTHAM, MASS. 











on vacation Aug. 25-Sept. 8, motoring to Wisconsin, 
fishing. C. R. VOGELSANG, buyer of tools, on vaca- 
tion July 28-Aug. 11, motoring. 





Kansas | 


TOPEKA: W. A. L. Thompson Hdwe. Co., R. A. | 
SWAN, buyer of sporting goods, on vacation, July 20- 
28, motoring to Colorado for fishing. | 
































Kentucky 
| 
LOUISVILLE: Stratton & Terstegge Co., Inc., J. W. | 
MASSIE, buyer of sporting goods, tools, cutlery, har- | FOR KEEPING | THIS ECONOMY PACKAGE is a FOUR SIZES mt 
ae : UP YOUR ST particularly attractive merchan- M - 
ness, on vacation July 15-Aug. A, these Economy | dising item. It avoids the neces- PLAY UNIT. For 
Packages are | sity of breaking a standard box quick over-the- 
° packed 10 of a of lacing. Contains one set of counter sales 
Louisiana single size in | lacing complete with gauge and use this Econ- 
Ss lea corrugated ship- | hinge pins for a 12°’ belt and the omy Display 
ALEXANDRIA: Brown-Roberts Hdwe. & Supply ping carton | lacing can be broken to length | Ynit, containin 
C > ro i shown above. for the narrower belts. 3 4 g 
‘o., F. C. BARKSDALE, buyer of all lines except | ee ae 
pocket cutlery, rope, mechanical rubber goods, plumb- | “es a... a. SI Shichenes and 2 of 27E. 
ing and electrical supplies, on vecation, Aug. 18-Sept 15E $4.75 3.1 lbs ye” | to! io" 
g . Fa " . . ° ie . ee No. 410. Econ- 
a motoring to North Ca olina Mountains. = 4 by to 232, ns,, omy Display 
25E 6.25 4.9 lbs. He” . j 
27E 6.65 5.8 lbs. y,"" Unit, List .. $5.60 
35E 8.50 8.4 lbs. Io" 
=< ORDER FROM 
Maryland All prices subject to discount YOUR JOBBER 
MURPHY, on vacation July 1-14. FLEXIBLE STEEL LACING COMPANY 
HAGERSTOWN: R. D. McKee. CHARLES McKEEF. | 4616 Lexington Street, Chicago, Illinois 
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Profit Champions 


Here’s all you need to answer the 
screen hardware demands of your cus- 
tomers . . . stock these 
profitable champions. 
































VIKING 
Fan Sales 
are VELVET 
for YOU-— 
Cash in on 
COMFORT 
COOLING 
this Summer 





Your sales of VIKING Window Fans this summer will represent 
extra business and profits which will go @ long way toward tak- 
ing care of your rent and other overhead. There's a substantial 
market for this high grade portable appliance among tenants as 
well as home owners who appreciate the delightful cooling com- 
fort that VIKING Window Fans provide for hot summer nights. 
Retails at less than $50.00, bringing cool night air and restful 
sleep within the range of every family budget. Also practical for 
apartments, offices, stores, meeting rooms, etc. Quiet in opera- 
tion, dependable, economical. 

Write today for complete details 


VIKING 


AIR CONDITIONING CORP. 
9505 Richmond Ave. Cleveland, O. 
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buyer of power tools, clectrical appliances, wheel 
goods, precision tool, on vacation Oct. 1-15. 


Michigan 

DETROIT: Buhl Sons Co., C. A. THOMPSON, 
buyer of sporting goods, on vacation, July 18-Aug. 4, 
motoring to northern Canada, fishing. 

ESCANABA: Delta Hdwe. Co., C. J. NOLDEN, 
buyer of general hardware, on vacation, July 7-21, 
motoring to summer resorts in upper Michigan, fishing, 
etc. 

GRAND RAPIDS: Michigan Hdwe. Co., CHARLES 
WILL, buyer of paints and kindred lines, grass seed, 
on vacation July 19-28, motor trip through Wisconsin 
and Upper Penninsula of Michigan. 





SAGINAW: Morley Brothers, A. C. EDWARDS, 
buyer of athletic goods, bicycles, toys, cutlery, on vaca- 
tion June 23-July 9, golf. 


Minnesota 
DULUTH: Kelley-How-Thomson Co., M. P. HILBER, 


buyer, paint, brushes, sprayers, floor coverings, polish 
and wax, insecticides, glass, metal moulding, abrasives, 
on vacation, July 7-14, motoring to Canada, fishing. 
MINNEAPOLIS: Hall Hdwe. Co., CARL BRANDT- 
NER, buyer of electrical toys, radios, on vacation, June 
7-July 21, motoring to the West. FRANK A. FEYDER, 
buyer of tools, cutlery, sporting goods, on vacation, 


July 7-21. EDWARD RALPH, buyer of stoves and 


plumbing supplies, on vacation June 21-July 7, motoring 


to northern Minnesota, fishing and golfing. 


Missouri 


KANSAS CITY: Richards & Conover Hdwe. Co., 
E. H. HAMILTON, buyer of cutlery, sporting goods, 


harness, on vacation July 1-14, motoring to Ozarks, 


fishing. 
Nebraska 
HASTINGS: Dutton-Lainson Co., G. L. RULE, 


buyer of electrical, plumbing, on vacation, July 1-15, 
motoring to Minnesota, fishing. 

LINCOLN: Henkle & Joyce Hdwe. Co., G. E. 
DOERCK, buyer of fishing tackle, builders’ hardware, 
electrical specialties, iron bars and bolts, cutlery, 
woodenware, stove pipe and elbows, on vacation July 
4-21, motoring to International Falls, Minensota, fishing. 

OMAHA: Paxton & Gallagher, PAUL N. WIEMER, 
buyer, sporting goods, paint, cutlery and store fixtures, 
on vacation Aug. 23-Sept. 8, motoring to New England. 
F. R. KING, buyer of housefurnishings, electrical 
goods, radios, woodenware, on vacation, July 4-21, 
motoring to Lead, South Dakota, fishing. W. O. OLSON, 
buyer of glassware and dishes, sund y sporting goods, 
on vacation, Aug. 4-18, motoring to Minnesota, fishing. 
WILLIAM YOUNG, buyer of mechanics’ tools and 
heavy hardware, on vacation Aug. 4-18. 
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New York 
NEW YORK: Masback Hdwe. Co., C. LANG, buyer, 


toys. sporting goods, fishing tackle, guns, ammunition. 
Aug. 1-18, Long Beach, N. Y.. fishing, swimming. D. 
LA PENNA, buyer insecticides, screen doors, fertilizers, 
garden tools, window screens, grass seed, screen wire, 
nzils, toy trains, on vacation, July 11-28. M. LYON, 
buyer tools, cutlery, on vacation, July 28-Aug. 11, 
motoring to Catskill Mts. A. P. WILKENS, buyer, 
builders’ hardware, drapery hardware, on vacation 
Aug. 8-25, motoring to Beach Haven, N. J., fishing, 
swimming. I. OCHS, buyer, heavy hardware, paint, 
plumbing, on vacation July 1-14, Aug. 1-18. 


North Carolina 


CHARLOTTE: Glasgow-Allison Co., C. E. LINKER, 
buyer, tools, steel goods, children’s vehicles, guns and 
ammunition, wire goods, bolts and screws, harness, 
kitchen ware, hollow ware, etc., on vacation, June 30- 
July 14, motoring. ROBERT GLASGOW, buyer, floor 
coverings, lamps, on vacation, Aug. 18-Sept. 2. M. N. 
LeNEAVE, buyer, mill supplies, machine shop equip- 
ment, power tools, woodworking equipment, on vaca- 
tion June 23-July 7. motoring. 


Ohio 

CINCINNATI: Kruse Hdwe. Co., B. KIRSTEIN, 
buyer of all automotive accessories, on vacation July 
10-24, by train to New Orleans. 

CLEVELAND: Lake Erie Hdwe. Co., E. G. FREUND, 
buyer of hardware, electrical, paints, brushes, sundries, 
specialties, on vacation July 1-14, motoring to Michigan, 
fishing. 

COLUMBUS: Tracy-Wells Co., G. N. HARPER, 


buyer of window shades, Venetian blinds, thermometers, 





flatware, gifts, notions, toilet goods, work clothing, 
gloves, on vacation, June 14-July 7, motor tour. E. A. 
SCHUEDDIG, buyer of sporting goods and toys, on 
vecation Aug. 4-18, motoring. 

TOLEDO: Bostwick-Braun Co., H. W. HOSTICK, 
buyer of sporting goods, wheel goods, on vacation July 12- 
Aug. 4. 

Stollberg Hdwe. Co., O. BUEHLER, buyer of build- 
ers’ hardware, sash cord and chain, bathroom furnish- 
ings, on vacation, July 12-21, motor trip in the East. 


) 
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Oregon 
PORTLAND: Honeyman Hdwe. Co., L. J. RYAN, 
buyer of sporting goods, on vacation, July 4-14. JOHN 
S. DOWNEY, buyer of clocks, cutlery, shavers, bath 
room eccessories, on vacation July 3-14. W. N. 
BROWNING, buyer of builders’ hardware, roofing, on 


vacation July 4-14, moto-ing to the mountains. 


Marshall-Wells Co., J. H. NEWTON, buyer of plumb- 
ing, electrical, on vacation July 7-Aug. 9. E. O. RAUH, 
on vacation, July 


buyer of heavy hardware, steel, etc., 
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All cotton yarn, firmly braided. 50% 
stronger than soft roving lines, yet 
low priced. Whale is value to your 
customers, and to you—it has extra 
sales value, because it is packaged to 
be self-selling, in brightly printed 
transparent wrap and effective counter 
display carton. You can sel! clothes 
line even though you hide it away— 
you can sell far more when it is 
properly displayed. 


Clothes line is a necessity—people 
have to buy it—but not necessarily 
from you. Stock Whale Clothes Line 
and let the effective Whale packaging 
say, buy here and now. 


We make a wide variety of other 
braided cotton clothes line and sash 
cords, to meet all requirements for 
price and quality. 






SAMSON CORDAGE WORKS, 








- 






FARRELL-CHEEK 


FIRE-FIHER 










O- 


i Fire Hooks 


Clinker Tongs 








Pokers 


Back Up Wrenches 


7. 


Clinker Hooks 





PICK UP ADDITIONAL PROFITS DURING THE 
HEATING SEASON BY HANDLING THIS POPU- 
LAR LINE OF FURNACE TOOLS. 


ASK YOUR JOBBER FOR 1941 
CATALOG, OR WRITE DIRECT TO:— 


FARRELL-CHEEK STEEL CO, *“¥is*": 


OHIO 
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DIAMOND 


Precision Tools 


“YS =e 


Diamalloy Wrenches 


Made of special alloy steel—Twice as 
strong yet a third thinner and lighter than 
standard pattern. Will fit in small places 
and withstand severest possible strain 
without damage. 

Furnished chrome nickel plated with 
sides of head buffed to a high, beautiful 
lustre. Handle has soft, velvety finish— 
pleasing to hold—not slippery. 











Diamond Pliers 


Made in many patterns and finishes—slip- 
joint style—cutting pliers—needle nose 
pliers, thin and bent nose pliers, and spe- 
cial tools such as motor pump and battery 
pliers. Also striking counter displays 
holding actual pliers. 





Diamond Calk Horseshoe Co. 
4612 Grand Ave., Duluth, Minn. 

























Fdland~:::: 


KNIFE SHARPENER 


Sells at Sight from 
Counter Display 


Modern 
Kitchen Tools 
Mean More 
Business 
Feature this 50¢ tool with the dollar guarantee on 
the handy carton. It's keen for merchandising— 
modern, simple, efficient, with self-adjusting steel 


discs and non-slip hard rubber base. Counter dis- 
play with every dozen. 


At Your Jobbers—or write: 


EDLUND COMPANY, BURLINGTON, VT. 





l-Aug. 4. H. L. GEORGE, buyer, tools, housewares, 
builders’ hardware, on vacation, Aug. 1-15, motoring to 
Yellowstone. 


Pennsylvania 


HUNTINGDON: C. H. Miller Hdwe. Co., S. L. 
KURTZ, buyer of hardware, electric, sporting goods, on 
vacation June 30-July 14. 

PITTSBURGH: American Hdwe. Supply Co., R. W. 
KANE, buyer of house furnishings, builders’ hardware, 
heavy hardware, on vacation Aug. 16-Sept. 2, motoring 
to Michigan, fishing. L. H. Smith, Inc.. HOWARD 
DEWALT, buyer of housewares, toys, wire, ranges, 
electric appliances, roofing, on vacation July 3-21, 
motoring to Great Lakes. 


Texas 


DALLAS: Higginbotham-Pearlstone Hdwe. Co., R. E. 
COX, wire products, heavy hardware, household goods, 
plumbing, on vacation sometime in July. PHIL HAT- 
LEY, buyer of builders’ hardware, shelf hardware, 
tools, handled steel goods, paint, electrical wiring de- 
vices, electric fans, ammunition, wheel goods, on va- 
cation, July 7-14, motoring to Florida, fishing. 

Huey & Philp Hdwe. Co., J. PAUL KELLY, buyer 
of stoves and floor coverings, on vacation July 1-21, 
motoring to California. 

EL PASO: Zork Hdwe. Co., HARRY D. BURTON. 
buyer of builders’ hardware, on vacation Sept. 10-25, 
motoring to Excelsior Springs Golf Tournament. C. 
GRANT, buyer of automotive lines, automotive end 
house paints, on vacation June 27-July 14, motoring to 
New Mexico and Colorado, fishing. 


Utah 
SALT LAKE CITY: The Salt Lake Hdwe. Co., 
CHARLES WARDROP, buyer of machine tools, pumps, 
construction machinery, blowers, woodworking, weld- 
ing and V-belts and pulleys, on vacation June 15-July 
1, motoring to South Utah, Colorado, and Wyoming. 
fishing. 


Washington 


SPOKANE: Marshall-Wells Co., R. L. NORTH- 
ROPE, builders’ hardware, on vacation, Sept. 10-20, trip 
to Duluth, Minn., on business. C. E. CLARK, buyer of 
housewares, ranges and heaters, floor coverings, on vcca- 
tion July 4-July 14, motoring to British Columbia, Can- 
ada, fishing. 

West Virginia 

BELINGTON: Keney & Keyser Hdwe. Co., M. R. 
KEYSER, buyer of general hardware, mill and mine 
supplies, on vacation, July 4-14. 

CHARLESTON: Goshorn Hdwe. Co., Inc., ROY 
SAMMS, buyer of radio, mops and brooms, on vaca- 
tion July 10-21, motoring to Atlantic City. 


Wisconsin 
MADISON: Wisco. Hdwe. Co., EMIL R. WAGNER, 


buyer of housewares, plumbing, stoves, furnaces, build- 
ers’ hardware, heating supplies, stove and furnace pipe, 
furnace fittings, etc., on vacation July 7-14, motoring to 
Michigan and Illinois. 

MILWAUKEE: John Pritzlaff Hdwe. Co., JAMES 
PIKE, buyer of sporting goods, camping supplies, on 
vacation July 5-14, motoring to Spooner, Wis., for 
fishing. 





All wholesale hardware buyers are invited to 
send details relative to their coming 1941 
vacations to HARDWARE AGE 








70 





HARDWARE AGE 











, 7 " 
Invitation 
to a grand vacation 


Cordially, the Claridge wel- 
comes you to a new season of 
good times by the sea. . . surf 
bathing direct from a cool spa- 
cious room (with tub and 
shower, fresh and sea water) ... 
three ocean decks high above the 
Boardwalk . . . famous Health 
Baths . . . music twice daily— 
and refreshment!—in the air- 
conditioned Mayfair Lounge. Se- 
lect clientele. 


H. otel 


Claridge 


ATLANTIC CITY 
Gerald R. Trimble gn, 
General Manager 


New York Office: 
PEnnsylvania 6-0665 
















PERFORATED RUBBER, 
AUTO TIRE & LINK MATS 


BURTON MAT Co., BROOKLYN, N. Y. 


Positively Write 
the best for 
Prices 






me MORGAN 
FURNITURE 
COMPANY 








TROY—BEST 


File Handles 


G p 
(Patented), assures better workmanship 
and safety to user. A favorite for over 
40 years. 


TROY FILE WORKS 


Troy, Est. 1831. N. Y. 








You'll find REAL 


Sales Representatives ad- 
vertising in the Sales Ac- 
counts Wanted Columns 
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How’s the Hardware 
Business? 
(Continued from page 59) 


frequently found necessary. The small- 
er appliances are being rapidly simpli- 
fied in variety and make-up, with price 
revisions. 


Chain link fencing — This type of 
fencing has been important in the de- 
fense program as a property-protection 
enclosure around encampments and key 
industrial plants. Chain link fencing, 
however, uses a large proportion of 
zinc for its coating, and the O.P.M. 
has requested manufacturers to: (1) em- 
ploy a galvanizing or zinc coating of 
such weight, on the wire fabric of 
chain-link fencing, as not to exceed 
three one-minute “Preece” immersion 
tests, the object being to reduce the 
weight of zinc coating on the fabric 
by one-half; (2) on all framework 
for such fencing discontinue the use of 
galvanizing or zinc coatings on all 
posts, rails and fittings, and substitute 
a lead and oil paint or its equivalent. 
It is expected that savings in excess of 
50 per cent of the zinc consumed by the 
manufacturers of chain-link fencing 
will result from these measures. 


Steel, zinc, copper, etc.—Notwith- 
standing the increasing number of gov- 
ernment restrictions which make it al- 
most impossible for civilian consumers 
to obtain steel in the quantities and for 
the deliveries desired, the volume of 
new buying has not fallen off appreci- 
ably, said The Iron Age in its June 19 
issue. In all steel selling centers the 
volume of orders which take preference 
ratings is unquestionably increasing, 
thereby adding to the growing restric- 
tions on shipments to those engaged in 
civilian manufacture. A further ex- 
pansion of government projects will 
create new demands for structural steel, 
reinforcing bars and other products. 
Orders from Washington tighten the 
situation with respect to zinc and cop- 
per, which are brought under full pri- 
ority, while aluminum scrap has been 
placed in the same category. Steel mills 
have already been cutting down pro- 
duction of galvanized products, but this 
order means more drastic control. All 
defense orders for zinc coated products 
must be filled ahead of civilian re- 
quirements. Owing to the shortage of 
zinc, the amount that can be produced 
for civilian needs will undoubtedly be 
far too small to satisfy the demands. 
Tight control has been placed over 
the use of tungsten high speed tool 
steel, 





Gibson Good Tools 


Gibson Patented 
Gripper Clips, flex- 
ible steel, nickel 
plated. Small size 
hold kitchen uten- 
sils, tools, golf 
clubs, canes, etc. 
Large size brooms, 
mops, garden tools, 
etc. Retail 10¢ ea. 
on beautiful disp. 
cards. Also Robert- 
son ‘Horseshoe 
Magnet’’ Hammers 


e GIBSON GOOD TOOLS, ine. e 
Box 26B Orange, Mass., U.S.A 


d 














Door Hangers 


Your grandfather 
recommended them. 
And you can, too. 


COBURN TROLLEY TRACK CO. 
416 Harding St., Holyoke, Mass. 




















10¢ 
Cards 
25¢ 
Boxes 
or Bulk 


THEY PULL—CLINCH—HOLD 


The outstanding fastener for amesne, repairing 
sereens, gardes furniture, frames, ete. 


Ask Your Jobber 
SUPERIOR FASTENER CORPORATION 
5224 N. Clark St. Chicago, tli 








STEEL MORTAR HODS 


Ne dripping onto 
the user's back. 


Made entirely of 
stee) with wooden 
shoulder saddle 
and handle 
Edges are heav- 
‘ly reinforced. 
The fork is 
pressed from 
heavy gauge 
steel 





Write for prices. 
The yoy -y- Wire Spring Co. 


St. and Hamilton Ave. 





3 * Cleveland, Ohio * - 








BUYING MOPS “BLIND” 
IS OUT OF DATE 


No-Mar CERTIFIED mops tell on the label 
exactly what the mop is made of and what 
service it will give—backed by tests of 
nationally known laboratories. 

No-Mar CERTIFIED mops will increase your 
sales and profits and hold your customers. 
They cost no more than ordinary mops. 

Sold only thru jobbers. 
Order thru your jobber or write direct to 


THE AMERICAN TEXTILE PRODUCTS CO. 
5606 Euclid Ave. Cleveland, O. 














CRAB GRASS ELIMINATOR 


Attaches to any 
hand lawn mower. 
Lifts low-growing 
crab grass in 
lawns from ground 
j} 80 mower can cut 
it to prevent 
spreading and re- 
seeding. Safer and 
surer than chemi- 
cals. Developed 
through 6 years 
of experimentation. 
Retails at $1.50. 

CRAB GRASS ELIMINATOR 

86-06 117th Street 
Richmond Hill, Long Island, N. Y. 
































Clarssihied Opporvtumitien Seckion. 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





| Clanriiied Adwentining Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $4. 
All capitals, maximum, 50 words.... 5.00 
Each additional word......... .08 


Positions Wanted 

(Special Rate) set solid, maximum, 
POGUE cccccccccscccccsseacecs . $1.00 
Each additional word $6006eenceseses .05 
Allow Seven Words for Keyed Address or Your Address 

BOXED DISPLAY RATES 
One inch .. 
Each additional PK, coudtinces 4.00 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 
4 insertions, 5% off; 8 insertions, 10% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted Advertise- 
ments. 
-e-— 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency or stamps. 





Sampies of Merchandise, Literature, 
Catalogs, etc., will not be forwarded to 
bex number advertisers unless accom- 
panied by sufficient postage for remail- 














HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 

—@e- 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 











Positions Wanted | 





[Positions Wanted _j|| 








HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso 
ciated Placement Bureau, 152 West 42nd Street, 
New York City 


SALESMAN WITH MANY YEARS’ EX 
PERIENCE  ~selling general hardware such as 
tools and cutlery in Minnesota and Iowa would 
like to represent a manufacturer in these States 
Have good following in the retail trade. Would 
consider a good line of oil burning circulating 
heaters. Can furnish the very best of references. 
Address Box E-415, care of Harpwarr Ace, 
100 E. 42nd St., N. Y. City 


MANUFACTURERS’ REPRESENTATIVE 
DESIRES AN ADDITIONAL line to sell hard- 
ware, paint and lumber dealers and jobbers in 
Florida, I concentrate on a few lines and am 
well acquainted with the entire trade. Can fur 
nish best of personal references. Address Box 
E-417, care of Harpware Ace, 100 E. 42nd St., 
N. Y. City 


COMMISSION SALESMAN AVAILABLE 
COVERING Ohio and Michigan continuously 
past 12 years selling nationally advertised house- 
wares line to jobbers and department stores. Age 
47. married, own home and car; still employed 
Address Box E-420, care of Harpware Aoce, 
190 E, 42nd St., N. Y. City 


MANUFACTURER'S REPRESENTATIVE 
DESIRES A LINE for the hardware trade, paint 
trade, or both, in the New England territory. 
Have an exceptionally fine following among whole- 
salers, chains, and major dealers. Reside within 
the territory, have an excellent sales record, and 
can furnish best of references Address Box 
E-362, care of Harpware Ace, 100 E. 42nd St., 
N. Y. City 


SALES, DIVISION, OR BRANCH MAN. 
AGER, capable producer with successful back- 
ground as Branch, District & Division Manager 
for large National Corporations. Thorough knowl- 
edge of sales, organization, management, develop- 
ment of personnel, advertising and merchandising 
in wholesale, retail, industrial and jobbing fields 
with volume running from $300,000 to $2,500,000 
yearly. Am fully competent to build or carry 
out sound sales, advertising and merchandising 
plans Age 42, married, one child; excellent 
health Would consider personally representing 
two or three large manufacturers selling to hard- 

yare or autometive jobbers in Middle or South- 
oan Address Box E-377, care of HarpWare 
Ace, 100 E. 42nd St., N. ¥. City. 


72 





EXPERIENCED SALESMAN CALLING ON 
THE hardware jobbers in the West Central, 
East Central, and some of the Southern states for 
the past 20 years desires to represent some repu- 
table manufacturer in this or any other territory. 
Have fine record and can furnish best of refer- 
ences Address Box E-407, care of Harpware 
Ace, 100 E. 42nd St., N. Y. City. 











(Sales Representatives Wanted | 


SALESMEN TO SELL SHELLAC--the ideal 
side line. Sell to paint and hardware dealers. 
Good commissions. Good territory still open. 
Complete protection given. Give experience and 
references. Address Box E-393, care of Harp- 
ware Ace, 100 E. 42nd St., N. Y. City. 











ROPE SALESMEN MANILA ROPE— 
MANUFACTURED in Philippines where hemp 
“rows Long established trade necessary, 5% 
commission, sideline. Write fully giving "refer- 
ences Address Box E-408, care of Harpwar 
Ace, 100 E. 42nd St., N. y. City. 


WANTED--SALESMAN WITH CAR TO 
sell a well-known line of builders’ and_ shelf 
hardware in Northern New Jersey and surround 
ing New York State territory on a commission 
basis. Address Box E-419, care of Harpware 
Ace, 100 E. 42nd St., N. Y. City. 


MANUFACTURERS’ REPRESENTATIVES 

ALLING ON BUILDERS’ HARDWARE and 
oes os dealers to sell line of casement and storm 
sash hardware. Exclusive territory open in North 
Central, South Central and Western States 
Liberal commission. State lines handled and ter 
ritory covered Address Box E-416, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City 


MANUFACTURER’S REPRESENTATIVES 
WANTED TO SOLICIT business from dealers 
and lumber yards for a_ well-known builders’ 
hardware manufacturer on a commission basis 
Nebraska, Kansas, Arkansas and Western Mis- 
souri. Advise lines now han- lled, territory covered 
and how long established. Address Box E-421, 
care of Harpware Ace, 100 E. 42nd St., N. Y 
City 


SALESMEN ON COMMISSION COVERING 
RETAIL hardware, hardware chains and 5 and 10 
syndicates except New York City. Item ten 
cents a card, quality, patented, assorted sizes. 
brass lined faucet washers, 6 on card, counter 
displays; repeater. Add five to ten dollars a year 
for each retail account you have. (Protected terri- 


| tory). Advise territory, tvpe and number of ac- 


counts. Address Box E-399. care of Harpware 
Ace. 100 E. 42nd St.. N. ¥. City. 








EXCLUSIVE TERRITORIES FOR THE 
BRAIDED, copperwire reinforced “Stronghold” 
Plug, an outstanding fibre screw anchor, manu- 
factured under Rawlplug’s patents. Address— 
Palatine Industrial Co., Inc., 111 Fifth Avenue, 
N. Y. City. 

















I CAN GIVE EFFICIENT REPRESENTA- 
TION to one more line to wholesale hardware, 
department stores and janitor supply trade in 
lowa, Missouri, parts of Illinois and Nebraska. 
Address Box E-410, care of Harpware Ace, 100 
E. 42nd St., N. Y. City. 


| Bariness Opportunitien | 














RARE BARGAIN 


2-story building that will require renovat- 
ing, located opposite station in small Long 
Island town, ideal for retail hardware. 
THE EAST NEW YORK 
SAVINGS BANK 
2644 Atlantic Ave., Brooklyn, N. Y. 
Real Estate Dept. APplegate 6-7000 











FOR RENT—STORE AND BASEMENT 
20x100. Long established hardware, house fur- 
nishing and electrical supplies. Reasonable rent. 
Apply, Harry Klein, 25 W. 43rd St., New York 
City, Bryant 9-9644. 


HARDWARE STORE FOR SALE: ESTAB.- 
LISHED business in busy industrial City—15 
miles from Pittsburgh; bargain for quick action. 
Call or visit McLane Co., Inc., 341 Sixth Ave., 
McKeesport, Pa. _Phone 4324. 

HARDWARE, PAINT AND APPLIANCE 
STORE for sale, located in Southwestern Mich- 
igan town of 4500. Stock is in excellent condition. 
N.oderate size business that offers good opportu- 
nity to expand. Owner has other interests. Reply 
to—Box E-422, care of Harpware Ace, 100 E. 
42nd St., N. Y. City. 

FOR SAL E AT ONCE TO SETTLE ESTATE 

general hardware, plumbing and paint business 
in Attica, N. Y. Established over 23 years ago. 
Excellent location, modern brick store, three floors. 
In good, thriving community. Address—-Estate 
of G. D. Simons, Marian S. Simons, Adm., 
84 North Street, Attica, N. Y. 


FINANCIALLY SOUND WELI.-RATED 
HARDWARE BUSINESS, oldest and best-known 
store in growing North Carolina town, 43 years 
under same name in same location—hest location 
in town. Up-to-date stock and valued “good will” 
coupled with good trade. Will sell on favorable 
terms and lease building to right person who can 
expect flourishing turnover. Address Box F-423, 
care of Harpware Acr, 100 E. 42nd St., N. Y. 
City. 








HARDWARE AGE 
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L_ Business J Opportunities 0 ._| | Business Opportunities ||| Help Wanted | 











_ GENERAL HARDWARE AND _ PAINT FLOOR SANDERS— USED AND FAC. WANTED: ASSISTANT DEPARTMENT 
STORE for sale in Florida town 9,000, in good | TORY REBUILT. One year factory guarantee. | HEAD FOR variety goods dept. Must have had 
farming and manufacturing section. 20 years es- Popular makes prices at $50 to $99. Free dem- | buying experience in hardware and electrical sup- 
tablished business, stock and fixtures will in- onstration and monthly payment terms. Address— | plies. Write full particulars to—F. Quellmalz, 
ventory about $8,000. Reply to Box E-418, care | The Hilger Company, 3303 Cooper Avenue, St. | Ely & Walker, 1520 Washington, St. Louis 
of Harpware Ace, 100 E. 42nd St., N. Y. City. | Cloud, Minnesota. Missouri. ; ; 











JUST OFF THE PRESS? 


THE SIXTEENTH EDITION OF 
NOTE—A LIST OF 
HARDWARE AGE HARDWARE RETAILERS 


IS NOT INCLUDED IN 


V E R q io q E a8 L i ey, T THIS PUBLICATION— 


WRITE FOR DETAILS 








OF 
WHOLESALE HARDWARE HOUSES e 
WHOLESALE HEAVY HARDWARE HOUSES 
DISTRIBUTORS OF MILL SUPPLIES 
PLUMBERS and TINNERS SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 


HARDWARE CHAIN STORES 710 «pas 
A 


e PER COPY 


IT IS OBTAINABLE AT THE LOW 
PRICE OF 


WE need hardly point out the necessity and value of an 
authentic hardware jobbers list, compiled and sponsored i» 


by HARDWARE AGE. 


It not only authoritatively gives you the names of the recog- 
‘ , ‘ ‘ fo ee REMITTANCE WITH ORDER 
nized hardware jobbers, but also includes their capitalization, 
the territories they cover, the number of men traveled, the 


lines handled and, in most cases, the names of officials and 


buyers. © 

Such a publication is indispensable to sales managers and 
advertising managers for personal and direct mail sales contacts. USE THIS COUPON TO FILL YOUR 
Furthermore, many firms find it highly advantageous to give REQUIREMENTS PROMPTLY 


copies to their road salesmen and district representatives. 


: HARDWARE AGE VERIFIED LIST 100 East 42nd Street, New York : 
; GENTLEMEN: 4 
H Mindly SONd ME... ..ccccces copies of your New Sixteenth Edition ; 
S OUMNE PAINE as ininevcnssncedicnstoniedsivndsnsebarsasenssnind 5 Orr A a Ol ate oe ee . 
MIN i diceciscadewines snkinensidnsameninehoddeannestianaseds I nia hohe unos taneeean RM SAL ee A a H 
Pe SSB SS SS SSS SSS SSS SSSSSSSSSSSSSSSSSSSS SSS ST SSS S SSS BeOS SOS e ees eee ee ee eee eee sees 
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\ rWeilehiideaciiinih |\Ondex Slo Adwentiser 
HOLD E Lt SCREWDRIVERS f 
—y Allied Asphalt & Mineral Corp. 59 | Locke Stove Co. 6! 
° American Chain & Cable Co., Lockwood Hdwe. Mfg. Co. 43 
Hold-E-Zees hold, start and xt IMC. so eeeeeeseeeseeeeeceeeeeeenes 12 d 
- up — in ay at e American Chain Div. ce. oe 
ces. ey have everythin . 
- plus the patented, ome ¥ ° - —— ae es ae. f 
sive Gripper that doubles the tee American Mfg. Co. te - 4 M bas 
value of an already high “ American Textile Prods. Co. 71 ‘ 
quality screwdriver — ote ee Penner a ‘flood Pa 39 McKinney Mfg. Co. sd 
and profits are automatic! ee ile Masters Planter Co. 63 
GuECK THESE FEATURES : : Auburn Central Mfg. Co. ........ 53 Miller, Inc., Robert E. 14 
vanadium biade, tem- 
pered entire length; many , J Myers & Bro. Co., The F. E. 4 
models have transparent, in- = | 
sulating unbreakable handles. ’ 
Order through your jobber . ‘ B 
TST elit eee | Boke McMillen Co. q N 
84 EXCHANGE ST., ROCHESTER, N.Y : 
eee - el gee ’ . : 5! | No tional Mfg. Co. . 6 
rep At vg ae | toaccen er 67 
joston Woven Hose ubber Co. 
SSESSMCSES SSSSSSESSES 7 Nicholson File Co. 10 
SS Briggs & Stratton Corp. , 
Builders’ Hdwe. Textbook ........ rf 
Binh TAPE R Burton Mat Co. .. 71 
MARKED p 
with lected bre | Pittsburgh Steel Co. 9 
Stats Carefully Si g — Cc | Plymouth Cordage Co. ae ae 
Carborundum Co., The a ae Progressive Mfg. Co. 76 
No other cordage mill, besides Columbian, maintains such a complete Champion Hardware Co., The 68 Puritan Cordage Mills 76 
buying, packing and warchouse organization in the far-off Philippines. Chatillon & Sons, John 58 
That's why the fibre used in Columbian Rope is quality-controlled. Chicago Spring Hinge Co. : 76 
This typifies the care and inspection that Columbian Cieveland Wire Spring Co., The ve ° 
WS Coburn Trolley Track Co. 71 
maintains every step of the way! Columbian Rope Co. ; 74 | Quinn Wire & Iron Works 63 
Columbian Vise & Mfg. Co. 75 
COLUMBIAN ROPE COMPANY Crab Grass Eliminator ... 71 
AUBURN, "The Cordage City,’’ N. Y. Cross & Co., W. W. 75 . 
| Raybestos-Manhattan, Inc. (Indus- 
D | trial Sales Div.) 58 
Ray-O-Vac Co. 33 
——- . ape ear aati Diamond Calk Horseshoe Co. 70 | Remington Arms Co., Inc. 27 
Dicks-Pontius Co., The Cat vuaeces Tae 
Dietz Co., R. E. ‘ P 65 
Domes of Silence, Inc. 74 | 
Dunham, Inc., Thomas C. . 52 | S 
* 
BRIGHT e ANNEALED COPPERED | Samson Cordage Works 69 
GALVANIZED and TINNED—Coiled, | Sand’s Level & Tool Co. 5 
Straightened and Cut to Length— a | Schatz Mfg. Co. 57 
in All Sizes. iii ital 79 | Schollhorn Co., The Wm. 
V MANUFACTURER CLIP Elastic Tip Co., The ...........+.. 75 s| Shelby Spring Hinge Co. 54 
, | Smith, Inc., Landon P. 65 
V FLORIST v BALING | Stanley Works, The 5 
V WEAVING V BUNDLING F | Stewart Iron Works Co. 64 —_— 
V STONE V BALE TIES ’ | Superior Door Catch Co. él 
V STAPLE V BOOKBINDING Farrel-Cheek Steel Co. .......... 69 | Superior Fastener Corp. 7 
VY TAG V AND OTHERS Fleur-O-Lier Mfrs. .............04. 7| 
Flexible Steel Lacing Co. ........ 67 
WICKWIRE BROTHERS | 
Triplex Screw Co., The 4) 
ORTLAN D:-NEW YO | S ¢ 
c. o Troy File Works ; 71 
cada | Gibson Good Tools, Inc. .. 7\ | Turner & Seymour Mfg. Co. 63 
: ‘ voapesige Greenlee Tool Co. ............... 49 
Genwi® DOMES 9 SILENCE [iar 
| 
SLIDE SILENTEY SOFTLY - SMOOTHLY v 
T SAVE F E J Ui-e Te ael-s 3 H Union Hardware Co. 38 
i) & FLOORS-CREATE QUIET Hamlin Metal Prods. Co. 75 | Upson Bros., Inc. 7 
S Heller Brothers Company ...... 77| U. S. Plywood Co. 54 > 
Hilger Co., The 75 
Hotel Claridge guvens’ 
PE IS. ois inccussonncoes <n v 
Vaughan & Bushnell Mfg. Co. 50 
: | Viking Air Conditioning Corp. 68 
Imperial Molded Prods. Corp..... 76 
Independent Lock Co. 44 | Ww 
Ask your Jobber of supp write to | Warren Tool Corp. 47 
| Westinghouse Electric & Mfg. Co. 78 
K } 
DOMES of SILENCE. Inc., 35 Pearl St. N.Y.C | Wickwie, Brothers, Ine... = 74 
Klein & Sons, Mathias 46 | Wright Steel & Wire Co., G. F. 6! 
74 HARDWARE AGE 

















craftsmen ! 








Mitre Kits with Saws 
Big Sellers at $3°°! 


No wonder Baker McMillen Mitre Kits take the eye of home 
Nowhere can they buy such a complete kit with ad- 
justable angle guide and highgrade saw for only $3.00. 
popular, too, with model builders, frame makers and carpenters. 
Order a dozen and see how fast they go. 


The Baker-McMillen Co., 137 E. Miller Ave., Akron, O. 


sells 


on 


sight 


It is 


Liberal dealer discounts. 























LIBERAL TRADE-IN 
Special Allowance on 
Your Old Sander 


Write immediately if you want to 
take full advantage of Hilger’s 
special ‘“‘Mid-Season trade-in of- 
fer." This is the new improved 
HANDY SANDY  Streamliner— 
built to stand the gaff! Years of 
steady profitable rentals without 
operating grief. Patented Hilco 


Vise Drum eliminates fussy ad- 
justments in changing sandpaper. 
Free demonstration, easy pay- 


ments 


THE HILGER COMPANY 
703 - 33 Ave.. St. Cloud, Minn. 








N ew, prac- 
tical sales help, 
featuring a B.W.H. 
40 year old success. 
6 gleaming Boston 
Nozzles stand at atten- 
tion in modern setting, 
while 6 more nestle in 
storage bin at back. 


The BOSTON 
NOZZLE 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 








MOLDED RUBBER GOODS srscixtrms 


Plain and Mushroom Bumpers — Suction Rubbers 


Rubber Head Nails Toilet Seat Bumpers 
Crutch Tips 


THE ELASTIC TIP CO. 


SEND FOR CATALOG WEYA'E.VE5;V 08 CAE 
OF COMPLETE LINE 


BOSTON, MASS. 











HAMLIN 


METAL PRODUCTS 


Headquarters for 


Shovels, Hoes and Rakes 


Send a Trial Order 


HAMLIN METAL PRODUCTS CO. 
AKRON, OHIO | 




















The VISE with MORE Features 


REMOVABLE HAROE NEO 
STULL saw FACES 


$a0 RouLLO 


Columbian Vises 
well displayed 
SELL, 


more sales of hand 


and mean 


Sold only through Jobbers 


THE WORLD’S LARGEST 
MAKERS OF VISES 


THE COLUMBIAN VISE & MFG. CO. 


9015 Bessemer Ave. Cleveland, Ohio 








World’s Standard for Half a Century 


SAND’S LEVELS 


TELL THE TRUTH 
8631 Gratiot Ave. Detroit, Mich. 


SAND'S-STEVENS 


SURFACE AND LINE 
SAND’S LEVEL & TOOL CO. 


"FACTORY 


CARPENTERS’ WOOD 
AND ALUMINUM 


TILE SETTERS’ WOOD 
AND ALUMINUM 


WRITE 











BUILT-IN ACCURACY” 


JUNE 26, 1941 
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PURITAN CORDAGE MILLS, Inc. 
LOUISVILLE , KENTUCKY 






IMPERIAL 


PLASTIC HARDWARE 
WITH BEAUTIFUL FREE DISPLAY 


@ You don't need a big stock to test 
out the sales appeal of Imperial 
Plastic Hardware. Your Jobber can 
supply you with a selection of han- 
les and knobs of the styles and col- 
ors especially saleable in your 
locality. Consult your regular job- 
ber or write to us. 


No. K-172 — Plastic Pulls, No. K-184 — Plastic Knobs, 
Vs 214" ——— x * overall, ee) round, 1%" diameter. List 

chrome inlay. ist price : 

eer Gee. Ps 50 price per doz. $0.90 






Suggested Stock 

A Display Board as shown above 
with an accompanying stock of 4 
doz. handles and 16 doz. knobs in 

selected styles and colors. 
Approx. Selling Price $26.40 
Approx. Dealer's Net Price $13.70 
(Exact price depends on knobs and 

handles selected) 


No. K-182 — Plastic Puils, No. K-115 — Plastic Knobs, 
4 2%" centers x 41/4" over- we hexagon, 11% diameter. 
all, chrome inlay. = List price per doz... $0.90 

per doz. 1.80 . 
No. K-188 — Plastic Knobs, No. K-114 . Plastic Knobs, 
round, 114," diameter. List 


wy iat 


Stock Colors: Primrose yellow—2, Lettuce green—3, Tomato red—4, 
Delphinium blue—5S, Snow white—6, Black—7, Ivory—8. 
When ordering be sure to add color number, such as K-172-8. 


JOHN H. GRAHAM & COMPANY, Incorporated 


Sales Agents for the Hardware Trade 
105 Duane Street, New York City @ 565 W. Washington Street, Chicago 


142" square. List price per . 
doz. $1.50 price per doz. 


IMPERIAL MOLDED PRODUCTS CORP., 2854 W. Harrison St., Chicago, Illinois 
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Something Worth Talking About 
When You Sell 


The *‘Ajax”’ 





TYPE 3001 


Construction and appearance are strong selling 
points for dealers who stock “Ajax” Spring Pivot 
Hinges. 

The “Ajax” is made of high grade material and 
has been designed with many important features 
which dealers will find worthy of special mention. 
These include an adjustable tension, alignment de- 
vice, hardened steel roller bearing for piston and 
ball-bearings for carr the weight of the door. 

The reversible beve lates present a pleasing 
and neat appearance applied to the door. 


~-(CHICAGO)— 


SPRING HINGES 
Chicago Spring Hinge Company, 


CHICAGO NEW YORK 




















FORSTNER 
AUGER BITS 


“ALL-PURPOSE 
BORING TOOLS” 














is the difference! 


Note that this bit is guided bya 
circular rim instead of a center 
spur — a feature which permits 
operation in any direction regard- 
less of grain or knots leaving a clean, 
polished peripheral surface and a 
smooth, flat-bottomed hole. Any arc of 
a circle can be bored with a Forstner 
Bit. Woodworkers find dozens of uses 
for this tool—find it handy for mor- 
tising, scalloping, pattern making, scroll 
work and for many other operations com- 
monly done with chisel, gouge, scroll saw or 
lathe tool. Include Forstner Bits in your tool 
line for profitable sales. Order through your 
jobber. If he cannot supply you write us direct. 
SIZES AVAILABLE: For machine use, 4“ to 
14“ by sixteenths, 14 to 3” by eighths. For 
14“ by sixteenths. Sold singly 


hand use, 4“ to 1% 
fo. 






or in sets of 9. 11 or 17 bits 
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When you sell NUCUT “‘Wavy Teeth’’ Performance, 


you are heading for a more attractive file business 


File-wise buyers are particular. They 
want more than just a “good” file. 
They demand a file that can turn out 
more work with less effort on one job 
after another. 


A NUCUT File meets that demand to 
the letter! Because of its patented 
“Wavy Teeth” feature —a scientific 





HELLER NUTT 


construction of coarse teeth and fine 
teeth arranged in wavy rows—a 
NUCUT removes more metal with each 
stroke, and levels the surface at the 
same time. Filing is faster, easier, 
cleaner — in other words, more pro- 
ductive. This is just what your custo- 
mer wants. 


Make “MORE CUTS WITH NUCUTS” 
your talking point and get set for more 
file sales. Order NUCUT Files from 
your jobber, or write us 


HELLER BROTHERS COMPANY 
Newark, N. J. 


Newcomerstown, Ohio 


WAVY TEETH 


FILES 



















Why is WESTINGHOUSE 
the ONLY refrigerator 
with a cold control 
dial marked in degrees, 


‘Ue?* aes 





like a thermometer ? 








Westinghouse 


TRUE-TEMP CONTROL 


MEANS 5000 pRoTECTION 


ETTER 

4 vwe? snoPPING TRIPS 
. Low FooD 

| of TASTIER MEA 
) ...AND YOU CAN PROVE IT! 


Yes! There is significance in the Westinghouse TRUE- 

TEMP CONTROL dial, plainly marked in degrees 

Fahrenheit. And there’s selling punch, too, because it’s 

the sign of the only system that maintains constant food 

compartment temperature at all times. Foods keep 

fresher longer, leftovers are more usable, quantity buying 

more practical. These are the things that are really 

important to a homemaker in the market for a refrigerator. hb : \ ) e h 

Cash in on this EXCLUSIVE feature NOW. It’s the S. esting Ouse 

key to big volume and full profits in today’s refrigera- 

tion market. 


... the ONLY Refrigerator VNCy 
WESTINGHOUSE ELECTRIC & MANUFACTURING CO. y= 


DEPARTMENT 1118 MANSFIELD, OHIO with TRUE-TEMP CONTROL ay 
3\ 




















